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“Read—“How Toys and Sporting Goods Increase ectien and Profits’ 
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Founded 1855 $3.00 a Year 
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N producing Galvanoid, one organization mines and selects \y Wy 

° 4 

the ore, draws and-tempers the wire, weaves the screen and Ny) 
electroplates it with pure zinc after weaving. Y 


Tell this to your customers. Show them the label on the roll. 
Tell them that its durability and even mesh have made Galvanoid 
a leader for over fifteen years. 


American Wire Fabrics Corp., Subsidiary of Wickwire Spencer Steel Co. 


\ General Offices: 41 East Forty-second Street, New York Western Sales Office: 208 South La Salle Street, Chicago 
Worcester Buffalo Cleveland Detroit San Francisco Los Angeles Seattle 


GALVANOD win 


Published Weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, i Be Uv. S. A. 
Entered as second class matter May 22, 1913, at the Post Office, at New York, under the Act of March 3, 1879. (Printed in U. 8. 
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consistently. We have advertised sash cord, especially Samson Spot Cord, by mail 
and in the magazines, to the people who buy it and specify it—dealers, builders, archi- 
tects and large consumers. We propose to help you sell good sash cord in the future, as 
in the past, by continuing our extensive advertising to the trade and to actual sash cord 


users. 


In recent years a good deal of “imitation” sash cord has been sold, made of coarse, un- 
even yarn, roughly braided and doped with wax or other loading material. This kind of 
cord wears out quickly when used for hanging windows or for clothes line or in any of 
the many other ways in which braided cord is used. Such cord has been used in many of 
the houses and other buildings erected in the last few years, and is now giving out fast. 


P=: more than forty years we have advertised our products extensively, steadily and 








Are You Ready to Supply This Demand? 
Can You Furnish REAL SASH CORD? 


SAMSON SPOT SASH CORD 
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Trade Mark Reg. U. S. Pat. Off. 


has established a reputation for maximum service. It is made of extra quality stock, 
is carefully inspec and is guaranteed free from imperfections of braid or finish. 


PHOENIX SASH CORD 


Made of good, even yarn, smoothly and firmly braided, and uniform in size and quality. 
It can be depended on to be free from the prominent imperfections and rough places 
found in common cord of other makes. 


SACHEM SASH CORD 


Like the Phoenix, except made of a little cheaper stock and not quite so firmly braided. 
None of these cords are doped with wax or other loading material, either in the center 
or in the strands. 


All the above cords furnished in 100 ft. hanks, one dozen in a package, or in coils, 
reels or tubes. Samson Spot Sash Cord No. 7 also furnished in cartons containing four 
25 ft. hanks connected for retail distribution. This provides a convenient and attractive 
package of the best sash cord, which can be used for hanging windows, for clothes line 
or for many other purposes to which this smooth, handsome, durable, solid braided cord 
is adapted. Put a carton on your counter— it will produce easy and profitable results. 


Send for Samples and Catalogue 


SAMSON CORDAGE WORKS 


88 Broad Street, Boston, Mass. 
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1926 PYREX Refinements 


| 7 T In the line and policy 
I || Forthe Store and Jobber 
mprovements For the Consumer 


| In the Advertising 








Thorough investigation carried on | 
for many months among thousandsof | Facts 
homes throughout the land gave us the 








on 


Thus we learned which numbers to 
eliminate, which to add, which shapes 
to redesign, and how and where to obtain 


Greater and Better PYREX Advertising with 


PROFITABLE SIMPLIFICATION 


Secretary Hoover Brought Out the Value 
For 


RETAILER—WHOLESALER—MANUFACTURER 


PYREX 


BAKING WARE—TEAPOTS—NURSING BOTTLES—RADIO INSULATORS 


Look to the representative of your regular 
PYREX Source of Supply for the details of this 
1926 lineup. Write us for Dealers Help material 


and PYREX Catalog. 


CORNING GLASS WORKS 
Corning, New York 
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THE 


GOODELL-PRATTI 
LL STEEL MITRE Box 





Steel and nothing but steel. Rigidity, strength and indestructi- 
bility. Accuracy at any angle or at any depth of cut. Unexcelled 
finish. Superiority at every point. 


No Wonder They Sell 


GOODELL-PRATT COMPANY 
ZL 


GREENFIELD, MASSACHUSETTS, U. S. A. 


GOODELL- PRATT 


|e) O] OR 610710) Dis 0076) &. 
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JUNIOR MECHAN 





Increase Your Saw Sales 


Let us help you sell this saw 
to Scouts and other boys in 
your town. 


Profits for You 


A big opportunity for saw 

sales isin every town , s : . “a 

among the boys who #f a Try 
love to work with # . ie m a This 
fine tools. eg ae Plan 


YourBigChance { oe : os. Place a stock or- 


This is the time V4 s : der for a dozen or 


of the year to more Atkins Junior 
go after this Mechanic Saws. Send 
tradeandwe /eue us lists of Scouts and boy 
¥ \y, : mechanics which you can 
willhelp {a . 337 wi | agar 
4 OTN obtain from manual training 
aaa get lj eee. y schools and other sources. 
thebusi- @ be : Send these lists to us at Indian- 
ness. ; apolis and we will write letters, 
enclosing imprinted literature with 
your name to each prospect. . 


Take Advantage of This Offer 


We want to cooperate with you and will welcome 
an opportunity to put strong direct advertising 
efforts back of your saw sales. 


Specifications of Junior Mechanic Saw: 20 inches 
long, 9 points, straight or skew back, taper ground, 
highly polished; handle mission stained, full carved, 
attached to blade with nickeled screws and medallion 


E. C. ATKINS & COMPANY 


Established 1857 “THE SILVER STEEL SAW PEOPLE” 
Home Office and Factory: INDIANAPOLIS, U. S. A. 
Canadian Factory: Hamilton, Ont., Can. 

BRANCH HOUSES 


Atlanta Memphis _ New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. 
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Develop Chain Sales for a 








No. 1 No. 2 No. 3 No. 4 No. 5 


ere are 101 Uses 


N THEIR various sizes, these ten patterns cover 90% 
| of all chain uses. They are made up into chain 
specialties such as those mentioned on the opposite page 
—quick selling items. When sold on a footage basis they 
are also in great demand. 





Chain is taking the place of cord or rope for countless 
purposes—it’s stronger—won’t rot, fray.and break— 
looks better, lasts longer and it’s more economical. 


How many of the chain specialties listed opposite do 
you carry in stock? You’re missing big chain profits if 
you fail to display them. Check the list—by featuring 
these uses you will quickly increase your chain depart- 
ment turnover. Many dealers are doing this. Why not 
get these profits? 


Ask your Jobber’s Salesman to show you the ACCO Line 


ACCG 


There is a Style for Every Purpose 
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Bigger Hardware. Business 





No. 8 No. 9 No. 10 


No. 6 No. 7 
WELDED CHAIN WELDLESS CHAIN 
No. 1—General Utility Chain No. 6—Tenso Pattern 
No. 2—Elwel Coil Chain (Twist Link) No. 7—Lock-Link Pattern 
No. 3—Elwel Coil Chain (Straight Link) No. 8—Niagara Pattern 
No. 4—Elwel Passing Link Chain No. 9—Safe or Register Chain 
No. 5—Elwel Truck Chain (Twist Link) No. 10—American Pattern—Sash Chain 


Note these uses for these 10 Chains—You can suggest many more 








Heel Chains Stage Traces Cow Ties General Utility Chain 
WELDED artBackChains Stake Chains Dog Chains Tail Board or End Gate Chains 
CHAIN Tug Chains Butt Chains Truck Chains Wagon Chains—(all Types) 
SPECIALTIES Breast Chains Halter Chains Barrier Chain Jog or Binding Chains 
. Anti-Spreader Wagon Chains . 
WELDLESS Der — Tie-Out or Picket Chains a 
CHAIN Dog Leads Porch Swing Chains Gash Chain 
SPECIALTIES Hammock Chains 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


In Canada: DOMINION CHAIN COMPANY, Limited, Niagara Falls, Ontario 
District Sales Offices: Boston Chicago New York Philadelphia Pittsburgh San Francisco 


Largest Manufacturers of Welded and Weldless Chain for all purposes and the WEED Line of Automobile Accessories 


CHAIN 


There is a Size for Every Purpose 
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In 1926 as in 1925 


Throughout the whole year of 1925 we have 
said it to the millions—month after month: 


Good Buildings Deserve Good Hardware 


cacasl| CORBIN 


In 1926 we shall continue to say it—over and 
Over again—to the millions. 

That your customers may know what to buy 
and where to buy, Good Hardware—Corbin 
is consistently advertised, year in and year out. 











Good Bi Buildings Deserve 


ge ||P. & F. CORBIN “ SSQanray 


ca 
The American Hardware Corporation, Successor 
_ &£ yo NEW YORK CHICAGO PHILADELPHIA 
ae Baoding 


any 














ngs Deserve 


Good! eet Hardware 
__ oe 
aD 


(jood : ; BS 
Hardware : , ak 


“He's a jew to live with 
Good Hardware 


Prerore. 
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SIMONDS 


Crescent-Ground y 
Cross-Cut Saws 


QUICK turnover and popular de- 
mand for Simonds Crescent-Ground 


Cross-Cut Saws makes them the 
logical dealers’ proposition. 


Numbers 22, 33, 324 and 325 
are the best selling Lance 
Tooth Cross-CutSaws in the 


United States. 














edge -hold- 
ing qualities 

—their tough 
steel and mechan- 
ical superiority. 
Crescent-grinding 

makes them smooth- 
cutting saws. From 
the dealers’ standpoint 
SIMONDS are the most 


They are demanded by satisfactory saws to sell. 


woodsmen and other 
users of saws be- 
cause of their 


Order from your jobber 
or let us supply 
you. 


SIMONDS 


Saw and Steel 
Company 


Established 1832 Fitchburg, Mass. 
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The More 





New Than 
Foster a 
A400 eee BW Heater 


| 








Heating Power Combined with Attractiveness 


The New Foster 400 is more than a heater—it is a Modern Parlor 
Furnace that is an ornament to any room. These features are re- 
sponsible for its large sale— | 


Requires no basement, can be installed in any room with a flue 
connection, or when désired connection can be made with an open 


fire-place. 


And it HEATS—that’s the point. The self-cleaning fire pot is 
another feature which makes it the easiest and cleanest of all heat- 
ers to take care of. It is very economical to use as it requires very 


little fuel. 


Now is the time to display and sell this wonderful heater. Write 
us for prices and details now. 


The Foster Stove Co. Ironton, Ohio 
Makers of “THE FOSTER LINE” 
Parlor Furnaces, Cooking and Heating Stoves for Wood, Coal or Gas, Steel and Cast Ranges 
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; Two Full Years a) 


proof of Bee-Vac quality Xs 


& 
“ lling £ 6) 
a strong selling feature 
\ 
- - y 
The unqualified Bee- Vac guarantee The new and more beautiful Bee-Vac 4 
is good tor two full years—twice the gives even finer performance, even 
‘ usual period. Moreover, this guar- greater convenience of operation and 
antee covers every part of the cleaner, a still higher standard of cleaning Y 
includingmotor and bag. efficiency. Its announcement has 
; ; brought a sal sing : 
This means much to dealers. It is shy thing ee song ig i a : 
Z proof positive to you that the Bee- , - \ 
Vac is quality built and that it will olen 
give long vears of dependable service. Nationally advertised monthly to Z 
Ww) You can feature this guarantee with- — — as yng sh t 
out reservations, because we stand (ar for dollar value, the bee-Vac } 
’ back of it to the limit. We can be ‘5 indeed a cleaner which dealers can , 
} generous because only two men are handle with complete assurance ‘of ) 
23 y required at our factory to service satisfaction and profit. Your corre- W LF: 
y more than 400,000 Bee-Vacs in use. spondence is invited. 
Z BIRTMAN ELECTRIC CO., Dept. D-178, 4140 Fullerton Ave., Chicago 3 > 
= 3) RA OG 
i an | BEE AC Ge, * 
4 Y) Wn \ 
he (ro | - \ Lay \ 
' ¢ »)) ‘ 
Electric Cleaner | p 
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New BEE-VAC Features 


Greater beauty—New purple bag is made 
of handsome lustrous material. 

Improved bag clamp—Compression spring 
clamp—easier to attach and detach; 
neater in appearance, 

Motor refinements—More power for even 
greater suction. 

Attachment prices lowered—Now retails 
at $7.50, instead of $9.50. 


BEE-VAC retail price $44.50 


ny a ; q "— ¢ = WAS 
mt A ! ‘ 7 
Ces <¢ Ri We a“? > je yp = C SZ se Ge. se) 
! $ ‘ rs ‘9 : &) j 


BEE-VAC 
Electric Iron 


Sells easily because of its 
energy-saving tilted 


handle. Retailge. 75 


price 
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— . A real 
| - - a egress ” Nut which 
You re Missing | BERNARD ore customer 


-: | 
Something 2 . Boe 
rR ~ | plier 


GOOD % PRB : o | below 






can turn 





Plier 
attached 
by chain 
Customer 
is invited 
to cut the 
nails in 
the box 


a 
Se - Tin : 


if you 
haven't 
this 
display 





. 


’ Fast 
Selling 
| Pliers 





Your Customer Sells Himself! 
It Gets Him Where He “ Lives’’ 


Y do you display tools in trays? Isn’t it because you want your 
customer to pick one up, work it back and forth, heft it, admire it? , 
Sure! You know, if he does that, he’s usually yours! 

Well, we go a long ways farther with this new display by providing him 
with something to try the tool on! 

The upright pockets are to hold pieces of wire, and the pocket below is 
for nails. He can snip these into pieces very easily with the pliers on the 
chain. He can also try out the parallel wrench jaws on the nut at the 
right. 

Does it sell pliers? You know it does, and it displays a selected line. 
Ask your jobber for the Bernard proposition. 


BERNARD PCIERS 


THE WILLIAM SCHOLLHORN CO., DEPT. H, NEW HAVEN, CONN. 











A Pair of Pliers for Every Job 
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y BLACK> 
DIAMOND 


























Suitable 
Christmas 
Gifts ~~ 


Dozens of the people that 
shop daily in your store 
are constantly. learning, 
through our advertising, 
more and more uses for 


BLACK DIAMOND Files 


In direct proportion with 
this increased knowledge 
of their use is the suitability 
of BLACK DIAMOND 
Files as Christmas Gifts 









G.2H. BARNETT CO. 


1078 FRANKFORD AVENUE 
PHILADELPHIA PA. U.S.A. 


Owned and Operated by 
NICHOLSON FILE CO. 


PROVIDENCE,R. I. 
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Helping the Christmas shopper buy 


—from you 


Write for jumbo poster re- 
productions of this ad 
printed in colors. Window 
cut outs, counter displays, 
folders, electros, movie 
slides, etc., sent to any 
Kampkook dealer on re- 
quest. Address nearest 


office. 





This full page Kampkook ad ap- 
pears in the December issue of leading 
outdoor magazines reaching thousands of 
buyers just when they are looking for gift sugges- 
tions. Tie up with this special Kampkook advertising 
and get your share of the big holiday sales. 
Kampkook, because of its neat design, fine workman- 
ship and finish, lends itself to attractive display and 
attractive display during the holiday season means 
greatly increased sales. Prompt shipment from your 
usual source of supply. 


AMERICAN GAS MACHINE COMPANY, INC. 


Factory, Albert Lea, Minn. Eastern Branch, 78 Reade St., New York, N Y. 











December 10, 1925 HARDWARE AGE 15 





Janesville 







regis f How’s your stock for the last 


ik two weeks of holiday buying? 


Ma). 

, ) 
2 “ae y - 
pia -% 


O you realize the value in being in a 
position to satisfy your customers’ 
wants, especially during the last min- 

ute rush? 





“Janesville ball-bearing 
coaster is the best in 
the world. And is the 
fastest wagon on Kedzie 


Look over your stock of Janesville Coasters, 


Ave. I have had my Scoots and Skudder Cars. Your jobber may 
ag Chicago not be able to supply you later as all indica- 
boy enthusiast. tions point to heavy holiday buying. See 


your jobber today. 


JANESVILLE PRODUCTS CO. 


Janesville, Wis. 


Wi 
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THE AMERICAN NATIONAL COMPANY 


Four Factories, Toledo, Ohio 





———— 


is the Parkcyele! 


(No. 900) 


That is leading the parade everywhere 


Another American Triumph 


Write or Ask Your Jobber 







merical 


THE LINE BEAUTIFUL 



































or 


HARDWARE, SADDLERY 
and TOY TRADE 


Also for the manufacturers of 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 
East Hampton, Conn. 


Bells and Bell Toys 
F 










Manufacturing Co. has grown 
to be the largest manufac- 
turer of skis in the world 
through the quality and popu- 


larity of their product. 


NORTHLAND SKI MFG. CO. 


World's Largest Ski Manufacturers 
22 Merriam Park St. Paul, Minn. 




















sales will break all records this Christmas 


—STILL TIME TO GET YOUR SHARE! 








profits. 


disappointments. 


CITY, MO.: Reese € 


~ 


747 Warehouse St. 
239 W. Huisache Ave. 


ISTINCTLY different Playtoys that offer you quick sales and clean 
No replacement worries. 
are waiting for live dealers. 
Write nearest office, or direct. 


The GO-BOY CORPORATION, 602-D Caxton Bldg., Cleveland, Ohio 
New York Office: 7 East 17th Street 


DISTRICT REPRESENTATIVES—COLUMBUS: H. H. Ashmead, 421 Olinton Bldg. 
. MO.: Penny, Orear Leslie Bldg. 
SAN FRANCISCO: G. E. Dalton Co., 180 New Montgomery St. 
SEATTLE: T. D. McLean, L. C. Smith Bldg. J 
NEW ORLEANS: A. I. Schnaider, 209 N. Rochblave St. CHICAGO: R. J. 
Parvin, 1519 Sunnyside Ave. ST. LOUTS: 0. 


Scores of Christmas sales 
Get details at once, so there will be no 


DO IT TODAY! 


KANSAS 
DENVER: G. E. Dalton Co., 173 Arapahoe St. 
LOS ANGELES: G. BH. Dalit 
SAN ANTONIO: ©. V. 





L. C. Watling Co., 401 Granite Bld 








Go-boy Spring Scooter 


Go-boy Scooterette 


Go-boy Speed Cab Go-boy Gym GO-BOY RACER 





December 10, 1925 HARDWARE AGE 17 








TT) 


NNAAT HM 








A lover of all out-doors, gentleman in the truest sense, talented designer, sincere and conscientious 
master workman—such a man was the late Walter Marhoff. 

In the making of the reel which Marhoff named as his masterpiece, Shakespeare has fulfilled to the 
utmost of human ability the dream of perfection which inspired it. All of the resources of the 
Shakespeare plant have been lavished on the Marhoff and it stands as an ever-living tribute to its 
creator—a mechanism as exquisitely accurate as the finest watch—a most distinguished representa- 
tive of a long line of distinguished products. | 
Through unequalled facilities for economies in manufacture, Shakespeare has been able to add value 
beyond comparison to the outstanding superiority of design of this fine reel. 

It now lists at $15.00, subject to the generous discounts of the Shakespeare Profit-Plus Plan. 


Our 1926 price list with full information on the Profit-Plus Plan 
and other dealer helps is now available. Write for your copy. 


SHAKESPEARE COMPANY 
Kalamazoo, Michigan 





18 HARDWARE AGE December 10, 1925 








how 1 
many 
kids 


15” 










Retail Vise 7° te will you 
22 Caliber 
Repeating Rifle. lin. make hap- 





py this 
Xmas with 
Winslows’ 


' 


Dependability 


UYING a rifle is a matter re- 
quiring much consideration. 











— 
— 
=— 
— 
— 


‘ 
‘ 





aU 












° Your customer wants the best for = With bigger demands Weich Our 
his money of course. 2 NOW than ever before Roller 
= for Winslows, can you 

Quality and low price can be secured by large = supply them? We'll h elp. 
volume production. Here is a dependatle, ex- = = 
cellently finished .22 caliber repeater to retail = nage is , = 
at $15.00, because it is made by Stevens—one = general use. = 
of the largest manufacturers of .22 caliber rifles = = 
and shotguns in the world. | = The Samuel Winslow = 

The No. 70 Visible Loader is safe because = Skate Mfg. Co. = 
the simple sturdy mechanism which extracts | = Worcester = 
and ejects the fired cartridge case also raises 2 New-York Office, Sales and Stockroom, 34 Warren St. = 
a loaded cartridge from magazine to barrel | = MTN 
while action is open, allowing the shooter to eta a - 
see the loading operation-and Know when the a Oh) se —_ 
rifle is loaded and know when it is empty. And the Pace 


it has the same unequalled accuracy as the 
famous Stevens Single Shot Rifles. 


<a Pioneer Wine” 
| CHILDREN S VEHICLES 


They dominate the field ---lead the market --- set 
the pace --- in 
Automobiles, Velocipedes, Gooner 
Wagons, Scooters, Tot Bikes 
and other Wheeled Goods 


Backed by over half a century of manufacturing 
experience. Gendron Children’s Vehicles are up- 
| to-the-minute in design, finish, workmanship and 
4 quality. Send for catalog. 


The Gendron Wheel Co. 
846 Superior St. Toledo, Ohio 





Investment in dependable Stevens Rifles and 
Shotguns will bring greater sales, quicker turn- 
over of stock and satisfied customers. 












No. 
-22 caliber Single Shot Rifle. 
Price $9.75 





















No. 11 
-22 cal’ber Single Shot Rifle. 
Price $4.50 











All-steel scooter. Well 


, ' / constructed. ui o 
J. STEVENS ARMS COMPANY, Chicopee Falls, Mass. A Holiday Winner! conucces..” Byte 


| Hi 7 1 4”, h l . 4 ”* 
Owned and opcrated bv Savage Arms Corporation | f RETAILS AT aioe ti fon, % ” axle, 





plain, bearings. Length, 
$1 50 321”, height, 26%’ 
Enameled in an attractive 


| | y \ | cherry red. 
, | Use it asa LEADER WW , re | prepared | to 


handle rush orders. Wire 

















61st Year —The Largest Manufacturers of Shotguns in the World | in your Wheel Goods now! Shipment will be 
ueeee | D : : made — from _ fac- 
3 epartmen tory and your nearby 

J. STEVENS ARMS COMPANY | jobber will invoice you. 











Dept. 349, Chicopee Falls, Mass. 


Send your catalog, giving complete information 
and selling points cn Stevens firearms to: | 








JOBBERS 


Get in touch with 
us at once! 











Name: ssniitesbeds FERRI OE eT Ts 


Oe SL oe ee a oe | METALCRAFT CORPORATION 


| 4127-33 FOREST PARK BLVD. ST. LOUIS, MO. 

















City TNT SBS A 

















December 10, 1925 HARDWARE AGE . 19 








Al. Foss Announcement 


The JAZZ WIGGLER is now being 
furnished with the following Bucktail and Liig-3 
Feathered Flies: CLE 
Bucktail Flies Feather Flies 
White, Red, Brown, Red, Yellow, Black 





Yellow, Orange, with White JAZZ WIGGLER 75c. 
4 oz. 3/0 or 5/0 hook 
Black. streamers. 5m oz. 5/0 hook only 


The JAZZ WIGGLER can be used with or 
without Pork Rind, but is more effective with 
a small strip attached to bend of hook. 






SHIMMY 


WIGGLER. 
% or % oz..$1.00 


45c—Bass, Musky 
and Fly Spinner 
sizes 


Price $25.00 





This snarl-proof casting reel is to all appearances, and in actual fact, equal 
in design, materials and workmanship to any other high-grade reel made. The 
only difference is a simple centrifugal device revolving within the reel arbor— 
a little policeman who raises his hand at the proper moment and stops a snarl 
from stepping in. 

Dealers should rig up this reel with line for demonstration and if there is 











ORIENTAL 
WIGGLER, 


not room for you to actually cast, just hold the reel in one hand with % or $% 02..$1.00 
thumb off of line, and with the other give the end of line a hard jerk. You Ft 
ite, 


will see that while the line will unwind and apparently snarl, it can be readily or Red and White 


stripped off, rewound and ready for another demonstration. Then try this 
with any other reel and see what happens. 


Like all other reels, the Al. Foss Easy Control Bait-Casting Reel will 
“back-lash” under careless handling. But the line will not become snarled, it 
will readily strip from the spool for rewinding and continued casting. 


Specifications :—The No. 3-25 is nickel silver, with jeweled end thrust bear- 
ings. Capacity 50 yds.—14 Ib. test line. Double balanced handle; pyralin 
grips. Quadruple multiplier with click. Screw off oil caps. Spiral gears. 
Pivot bearings of high grade non-wearing bronze. All steel parts of best tool 
steel drill rod. Spool shaft of hardened tool steel. Has metal arbor 7” in 
diameter, making it unnecessary to build up the spool with a lot of dead line. 
End plate diameter 2”. Length of spool 1544”. Weight 8 oz. Leather case. 


LITTLE EGYPT 
WIGGLER, 


Weight, % oz.75c 


AL. FOSS, 9514 Quincy Avenue, Cleveland, Ohio 


Originator, Patentee and Manufacturer of the Pork Rind Minnow 
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Order Your 
Inventory Sheets 
Now ® 


Thousands of dollars are saved annually by hardware merchants who use 
Hardware Age Simplified Inventory Sheets. 















Shorter time is required to list all Slow sellers can be eliminated. 

oe , : . . Low stocks can be replenished. 
orrect tax r rns n 

onedia — = ieee Dead stock can be weeded out. 


Proper bank and financial state- Losses in the value of merchandise 


ments are quickly prepared. are accurately determined. 
Stock turnover will be figured Insurance can be properly con- 
correctly. : trolled. 


Each sheet is 16x 10% inches, printed and ruled both sides, on fine heavy 
bond paper, easy on the eyes, and designed to enable you to take your inven- 
tory with speed and accuracy. This is the largest and roomiest sheet on the 


market. 
There is plenty of room for every item—no crowding or cramping. 


Notice the simplified form—simple, yet complete—also the column provided 
for deductions and losses. 




























































































Harpware AGE INvENTORY REcoRD Page 
CALLED BY — DEPARTMENT EXTENDED BY 
ENTERED BY — EXAMINED BY 
CALLFD BACK BY a DATE. ERRORS EX'D BY. — 
Keep Your Figures and Fra nthe Columns. Be Extremely Careful That You Do Not Mix Your Single Units With Dozens, or Dozens With Gross Qua 
| SS NEw YORA Price complete with 100 Sheets and Covers §3.0° ee 
V¥ | QUANTITY ARTICLE WITH NUMBER OR SIZE COST PRICE COST Bison's | DISCOUNT ORE MEMO 
( >) EXTENSION || siermususal LOSS TAKEN 
ns 
_ | _— 









































ORDER YOUR SUPPLY NOW—THE PRICE HAS BEEN REDUCED! 


The new reduced price per 100 sheets is — $1.30 


(100 Sheets will accommodate 6800 items) Postage paid. 


The binders are $1.00 each. Cloth covered heavy board, 
fastening with string ties, permitting any thickness and 
eliminating protruding metal posts. 


Send Your Order On a Post Card Today 


Hardware Age 
239 West 39th Street 
New York City, N. Y. 
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NOW IS THE TIME TO SEE THAT YOUR STOCK 
OF PRUNING SHEARS IS READY TO MEET THE 
DEMAND OF SPRING PRUNING. 


PEXTO PRUNING SHEARS are well and favorably 
known. They are designed to work easily and are made of 
best grade materials by expert workmen. The PEXTO 
line offers the right shear for every purpose and every purse, 
without sacrificing quality or workmanship. 


From the standpoint of prestige, profit and pruning 
PEXTO Shears warrant your consideration. 


WORTH WHILE TOOLS 


THE PECK, STOW & WILCOX CO. 


Southington, Conn., U.S. A. 
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MALLEABLE 
IRON SHIELD 
ROLLING MOTION New developments in Myers Well, 
COG GEAR, __ NX a House and Cistern Pumps have cre- 
REQUIRES 33/3%LESS yO 
POWER TO OPERATE | 7 | ated new sales values for those who 
i AY i distribute them and new service values 





for those who rely on them for their 
daily water supply. 


OTEEL PIN u 
FOR HANDLE 


| PISTON ROD] 














There is complete satisfaction when 
operating a Myers Pump in knowing 
that it is dependable for day in and 
day out use—that it operates easier 
and has a larger capacity than the 
ordinary pump—that it will outlast 
other pumps and will be giving an ex- 
cellent account of itself long after the 
cheap, poorly constructed pump has 
been cast on the scrap heap. 













REVERSIBLE 
SPOUT j 


| UNION NUT | 
|FOR SPOUT | 


MALE END FOR 
SPOUT UNION 


|AIR CHAMBER 
| PIPE 










































Ten to forty years is the span of life for 
Myers Pumps and this is one of the reasons 
for so many dealers consistently placing their 
exclusive sales efforts behind them year after 
year. 





| LATTICE | 
| SACKET | 








DISCHARGE PIPE 






































|GUIDE PIPE 

TARGF AIR We point with pride to the illustration ap- 

CHAMBER } : pearing to the left of the new Myers Cog 

gti ay Gear Submerged Cylinder Double Acting 

[HEAVY BASE FULL STROKE Force Pump—a pump with many excep- 
ye INCREASED tional features, such excellence of design and 
TAPPING POWER , : . - : 

1¥%4 OR 1% IN _ finish, that it stands alone in its particular 

aieane Sn . field. 





CY LINDER And what can be said of this one style 
SET LENGTH | holds true for all other Myers Well, House 
‘PIPE and Cistern Pumps, Water Systems, Power 

Pumps, Tank Pumps, Pumping Jacks, Spray 
[PISTON ROD f Pumps, Cylinders and Accessories. a 
ete are and always have been quality products, 
[UPPER CYLINDER WK SUBMERGED “Honor-Bilt.”. They bring business and 
- ann . CYLINDER profits to those who distribute them—they 
bring satisfaction and praise from those who 


DOUBLE | use them. 
ACTING 


























IBRASS or BRASS 
LINED LOWER, 
CYLINDER 





Verify these statements by requesting a 





ui FORCE copy of our new complete Catalog No. 58, 
or ask us to have one of our representatives 
PU M “ visit you in the near future. 








TH F.E,MYERS & BRO.¢o®. 
ASHLAND, QH)]©. 
Manufacturers for over Fifty Years of MYERS HONOR BILT PUMPS for Every Purpose. 


WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - BARN.FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS. Etc. 


_F 
fy 
el 











(PUMPS £08 EVERY BURDOSE \* 
HAY TOOLS & DOOR HANGERS - az | : . ey 
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The WOMAN SAVER 


G.W.C. Large Type Electric Washer 





The G.W.C. Oscillator, because of its nine-sheet capacity will take care of the 
largest washings in the minimum of time.— 


Here is an electric washer that is quality 
throughout, nine sheet capacity polished 
copper tub, tinned inside to prevent 
corrosion. Has heavy angle steel 
frame, thoroughly riveted and bolted to- 
gether for strength and rigidity. Has 
standard type high grade motor, swing- 
ing wringer which locks automatically 
in 16 positions. Wringer rolls are 12 
inches long, large in diameter and of 
extra cushioned rubber. Instantaneous 
and positive safety release on wringer. 
The cabinet covers all moving parts. 
The gears are machine cut and running 
in heavy oil are noiseless. The wringer- 
head gears are of drop forged steel, ma- 
chine cut and case hardened. The slid- 
ing clutch starts the tub slowly without 
strain on the machine or motor. Belt 
drive of corded rubber insulates the ma- 
chine from the motor. 


A HOLIDAY SUGGESTION 
**Say It Electrically’’ 


The Geo. Worthington Co., Cleveland, Ohio 


ELECTRICAL DEPARTMENT 
Established 1829 
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There’s Stacks of Panco 


Sold by Hardware Dealers 


Order from your 

jobber —inaiast on 

s0les and heels with 

the Panco 
i, 


mark. 


From coast to coast, Panco advertising is everlastingly at 
it, creating new customers for you. Enterprising hardware 
merchants are taking advantage of it. They find that 


PANCO sells almost without effort on their part. 


TRADE MARK REG. 


HALF SOLES—HEELS—STRIPS 


will add months more wear to old, comfortable shoes. Easily 
attached at home. Fits snug, smooth and tight. Outwears 
best leather 2 to 1. Healthful and comfortable for all the 
family. Place a trial order with your jobber now—see how 
quickly your profits grow. 


Black or tan—for men, women and children. 
Complete with nails, etc., ready to attach. 


PANCO CO. Chelsea, Mass. 














Paneco Co. 
Chelsea, Mass. 







trade- 





December 10, 1925 





HARDWARE AGE 25 


December 10, 1925 














SESSESRESEREERRREERSESERERERSSRRRESRRERESSESSRERSSSSSSSSSs! 
pSSSRSCERRESERERRESSSESSERERESREREESSSSSHSSESRSSRSSSestseesees! 
 SSPSSSSCESSSEERERRRERESSCRSTRRESSCRESASSESSERESERASSSUESRTaS Ss: 
(RRS SRS SSSA SSRSSSSSSSSSSSSSHSSSSSSSHSSSESSHSTESSTeSas 











Lidtutetittupebtbtel ALLL LIL LT TTT Yt tt 


Back of every lasting success there is a 
logical reason. The reason for the success of 


duoptictutububeletetetAtttLLELILT TTY Pae| 
Oe 


Gray-Wick 


may cost 
a litle Gray-Wick Screen Wire Cloth is found in the 
service it gives. 
more, 


but— 
It is 


Gray-Wick is produced from rust-resisting 
Open Hearth Steel made in our own furnaces. 
The wire is drawn in our own mills. Every 
operation from the raw material to the finished 
product is done under our own supervision. 
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Gray-Wick carries an extra heavy electro 
zinc coating enameled with transparent var- 
nish. “Life Insurance” is built right into it. 


12 Mesh, No. 33 gauge 


14 Mesh, 
16 Mesh, 


18 Mesh, 


No. 33 gauge 
No. 33 gauge 
No. 34 gauge 
No. 34 gauge 


each way 
each way 
filler 
warp 
each way 








GRAY-WICK 
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Gray-Wick has a pleasing Gray color. When un- + 
rolled it lies smooth and flat and not wavy. This is a Hf 
great advantage to customers in applying it to screen H 
frames. as 


Every WICKWIRE BROTHERS Product is backed 
by fifty years of experience. 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 


Your jobber will supply you. 
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Name 
Otto Jensen 


F. E. Duffy 


E. O'Flaherty 
M. A. Andrews 


1918 
West Hartford, 
West Hartford, Conn. 


1916 Address 
West Hartford, 


917 
West Hartford, Conn. 


1919 


C. F. Morway 
G. W. Krueger 
James Miller 
Joseph Brignano 
Theo. Krogh 
K. E. Stoddard 
~y W. Brumaghim 

. E. Gerth 
Walser E. Miller 
Judge F. M. Peaseley 


West Hartford, Conn. 


Wethersfield, Conn. 


West Hartford, Conn. 


Beckley, Conn. 
West Hartford, 
Newington, Conn. 
Marion, Conn. 


West Hartford, Conn. 


New Britain, Conn. 
Cheshire, Conn. 


1920 


Thos. Holt, Dairy & 
Food Com. 
H. P. Eno 


Fred Rosebrooks 
St. Mary’s Home 
H. E. Ellsworth 
A. Engstrom 

L. C. Wells 
Shields Bros. 
John Salmonsen 
Clarence Strong 
Peter K. Jensen 


Newington, Conn. 
Simsbury, Conn. 
Willimantic, Conn. 
West Hartford, Conn. 
Simsbury, Conn. 
Newington, Conn. 
Terryville, Conn. 

von, Conn. 
West Hartford, Conn. 
Avon, Conn. 
Newington, Conn. 


R. H. Wilcox Middletown, Conn. 

Judge Daniel Markham W estchester, Conn. 

M. J. Fauls West Hartford, Conn. 

E. DeLage & Sons Blainville, Conn. 

E. S. Gillette Bristol, Conn. 

T. E. Stephenson Farmington, Conn. 

G. C. Atwood Thomaston, Conn. 

T. W. Brannan West Hartford, Conn. 

A. Reiser Warehouse Pt., Conn. 

E. G. Austin Terryville, Conn. 
1921 

Otis Roberts Bristol, Conn. 

D. J. Lawler Newington, Conn. 

John Ryan Collinsville, Conn. 

O. W. Murphy Collinsville, Conn. 

J. A. Griffith Sheffield, Mass. 

David Carlson Canaan, Conn. 


Burdick Bros. 
Carl Murphy 
J. Lipkovitz 
A. Smedberg 
Michael Dailey 
M. W. Andrus 


New Hartford, Conn. 
New Hartford, Conn. 
Southington, Conn. 
Southington, Conn. 
Sheffield, Mass. 
Sheffield, Mass. 


George P. McLean Simsbury, Conn. 
1922 

C. H. Eno Simsbury, Conn. 

Edgerton Bros. Yalesville, Conn. 


Olcott F. King 
Hans Jepsen 


William Holt 
Jas. Gilbert 
A. C. King 


Frank Blasig 


Herman Smith (burned) Bloomfield, 


Frank Dione 

Randall Cook 

Frank Schneider 
Henry McBurney 
Tony Malnati 

A. B. Brewer & Sons 
S. D. Newel! 

A. D. Langdon 

F. S. Holloway 


South Windsor, Conn. 
West Hartford, Conn. 
Newington, Conn. 
Newington, Conn. 
West Hartford, Conn. 
Bloomfield, Conn. 
Conn. 
Fast Granby, Conn. 
Sheffield, Mass. 
Ashley Falls, Mass. 
Stockbridge, Mass. 
Ashley Falls, Mass. 
Canaan, Conn. 
Bristol, Conn. 
Bristol, Conn. 

Copake, N. Y. 


1923 


Fred Newberry 
Jos. Delahunty 
C. N. Dodge 
W. A. Wadhams 
Henry B. Wolfe 
F. G. Barber 
Harry Farnham 
Jason Gorton 
Pitkin & Calhoun 
Chas. H. Minor 
Thos. O’Hara 
Bartholomew Bros. 
Frank Robbins 
Will Griswold 
Geo. Donlon 
Thos. McMahon 
F. D. Landon 
John Renaldi 
F. G. Consolini 
H. J. Thompson 
J. J. McNamara 
D. T. Smith 
Albert Thompson 
Edwin Peterson 
F. G. & H. F. Andrews 
Henry Keeney (2 out- 
fits) 
C. E. Gilbert 
S. Bengston 
Wm. Williams 
W. S. McKenney 
Fred Holcomb 


Bloomfield, Conn. 
Southington, Conn. 
Windsor, Conn. 
Bloomfield, Conn. 

Gt. Barrington, Mass. 
Willimantic, Conn. 


E. Windsor Hill, Conn. 
Sheffield, Mass. 

So. Manchester, Conn. 
Gt. Barrington, Mass. 


Canaan, Conn. 
Sheffield, Mass. 
Rocky Hill, Conn. 
Rocky Hill, Conn. 
New Britain, Conn. 
New Britain, Conn. 
Gt. Barrington, Mass. 
Canaan, Conn. 
Canaan, Conn. 
Bolton, Conn. 
Wethersfield, Conn. 
Wethersfield, Conn. 

est Avon, Conn. 
New Britain, Conn. 
Avon, Conn. 


Bloomfield, Conn. 
Rocky Hill, Conn. 
New Britain, Conn. 
Hartford, Conn. 
Farmington, Conn. 
Granby, Conn. 


Conn. 


Conn. 


Conn. 





More Than 
$100,000 Worth of 
De Laval Milkers Sold 
By One Local Agent 


C. PETERSEN'S 
LIST OF DE LAVAL MILKER USERS 








Mr. C. Petersen, live-wire De Laval 
Agent of Hartford, Conn., was one of the 
first to see the great possibilities in the 
sale of De Laval Milkers. He went after 
the business aggressively and systemati- 
cally, even though his territory was not 
exceptional in milker possibilities. Hesays: 


“In 1916 we sold our first De Laval 
Milker, which is still operating to the 
entire satisfaction of our customer. Since 
then De Laval Milker business has increased 
our sales enormously—we remit to the 
De Laval Company on anaverage of $20,000 
yearly, and this year the amount will be 
between $25,000 and $30,000. 

“In a few years we expect to have a 
thousand outfits operating in our terri- 
tory. Aside from a profitable business, 
we have gained a well-satisfied cus- 
tomer and have made a friend with every 
sale.”’ 





Of course Mr. Petersen also gets all the 
Cream Separator and Clarifier business in 
his territory. 


A splendid example of what can be 
done with the De Laval Agency. 


In many localities De Laval business 
can be developed to as high and even a 
higher point than Mr. Petersen has done 
at Hartford. 


The De Laval line presents a fine 
opportunity for the right man to develop 
a profitable and permanent business. If 
you think you are this person, get in 
touch with us. 


The De Laval Separator Company 


New York Chicago San Francisco 
16$ Broadway ¢60c Jackson Bivd. 61 Beale St. 











Granby, Conn. 
Northford, Conn. 
Falls Village, Conn. 
Sheffield, Mass. 


Chas. Newton 
C. W. Coe & Sons 
Chas. Lanneau 
A. M. Hewins, Jr. 


John Christiansen 
G. J. Gronlund 
John Forlini 

E. A. Vosburgh 
C. C. Babb 

Jos. Duksa 

Ross Grindle 

N. W. Hart 

J. M. Crowley 
W. C. Merritt 
Albert Hitriz 

H. O. Daniels & Son 
Estate of D. Stilson 
Jas. Purdon 

J. E. Daniels 
Buell Holcomb 
E. Rondeau 

. A. Willard 
B. M. Bagdigian 
F. F. Hulett 

H. C. Randall 

E. T. Hiscox 


Beckley, Conn. 
Newington, Conn. 
Durham, Conn. 
Falls Village, Conn. 
Mill River, Mass. 
Southington, Conn. 
Southington, Conn. 
Gt. Barrington, 
No. Colebrook, Conn. 
Winsted, Conn. 
Moodus, Conn. 
Middletown, Conn. 
Enfield, Conn. 
Wethersfield, Conn. 
Middletown. Conn. 
Simsbury, Conn. 
Wethersfield, Conn. 
Southington, Conn. 
New Britain, Conn. 
Sheffield, Mass. 
Sheffield, Mass. 
Tyringham, Mass. 


Mass. 


Olson Bros. 
Porter School 


W. G. Schwink 
re Secchiarolli 
Woodbridge 


W. O. Long & Sons 


Canton, Conn. 
Farmington, Conn. 
Meriden, Conn. 
Waterford, Conn. 
Manchester Green, Ct. 
Shelburne Falls, Mass. 


1924 


Weisburg & Pollin 
H. Lifschitz 

C. Howard Tryon 
Frank U. Bradford 
Louis M. Marvel 
F. E. White 
William Grady 
Thos. Graham 

F. W. Bushnell 
W. L. Wetmore & Son 
Carl Schmidt 

Vine Hill Farm 

J. W. Austin 

L. H. Beman 

Carl M. Dean 
August Christensen 
Henry Rugar 

J. S. Allen 

Niels Anderson 


l 
Frank Andrews 
Bario & Rossetto 
Belding’s Stock Farm 
C. A. Carlson 
A. R. Carpenter 
Wm. E. Childs 
John Clark 
W. L. Conway 
John Donahue 
Jos. Fagan 
O. D. Filley 
J. W. Alsop 
R. B. Hatch 
E. B. Kirtland 
A. T. Pattison 
J. A. Peck 
W. E. Reynolds 
E. L. Rogers 
Sandrini Bros. 
Willis P. Smith 
Chas. Stewart 
Peter Terp & Son 
W. B. Thompson 
G. A. Wollenberg 


Chas. T. Armstrong 
Antonia Montano 
S. Italia 
Mrs. Ernestine Dumas 
A. W. Hall 
J. Macy Willetts 
H. Goodale 
T. J. Fitzpatrick 
E. D. Peckrul 
A. B. Willson 
A. H. Grant 
Hazelhurst Farm 
A. B. Johnson 
Jos. Kempton 
E. G. Fisher 
H. F. Shepard 
S. W. Morgan 
L. E. Wossong 
Dr. C. C. Halgren 
Geo. Mitchelson 
Louis Kristopik 
Chris Nielsen 
Edw. Laitenan 
Wm. Flood 
R. G. Miller 
C. S. Nielsen 
A. W. Pieper 
Fred Sahlin 
John Anderson 
H. M. Luhres 
Alton S. Dinan 
Chris Sorensen 
E. A. Heim 
D. Moses 
Ansaldi & Riva 
Matti Riiski 
Monson State Hospital 
M. B. and N 
Brainard 
Webster Chapman 
Per Persson 
Fred Jensen 
A. H. Spahr 
C. C. Gleason 
Robt. Aborn 
Raymond Case 
F. A. Cleveland 
Carl Rosenblad 
H. F. Hawkins 
C. M. Pinney 
A. Cohn 
G. Gronlund 
F. M. Benway 
Heckler Bros. 
Albert Manns 


Sheffield, Mass. 

Rocky Hill, Conn. 

So. Manchester, Conn. 
Egremont, Mass. 
Granby, Conn. 

Gt. Barrington, Mass 
Vernon, Conn. 

Falls Village, Conn. 
Winsted, Conn. 
Winsted, Conn. 

So. Manchester, Conn. 
Elmwood, Conn. 

West Hartford, Conn. 
Granby, Conn. 
Glastenbury, Conn. 
Rocky Hill, Conn. 
Newington, Conn. 
Warehouse Pt., Conn. 
West Hartford, Conn. 


925 


Ware, Mass. 

Bolton, Conn. 
Rockville, Conn. 
West Hartford, Conn. 
Bloomfield, Conn. 
Middle Haddam, Conn. 
Simsbury, Conn. 
Shefheld, Mass. 
Hartford, Conn. 
West Hartford, Conn. 
Bloomfield, Conn. 
Avon, Conn. 

Stafford Springs, Conn. 
Chester, Conn. 
Simsbury, Conn. 
Plainville, Conn. 
Collinsville, Conn. 
Suffield, Conn. 

Falls Village, Conn. 
Colebrook, Conn. 
Southington, Conn. 
East Hampton, Conn. 
Collinsville, Conn. 
Farmington, Conn. 
Bloomfield, Conn. 
Sheffield, Mass. 
Jewett City, Conn. 
Canaan, Conn. 
Canaan, Conn. 
Ware, Mass. 
Kensington, Conn. 
New Marlboro, Mass. 
Newington, Conn. 
Newington. Conn. 
Sheffield, Mass. 
South Windsor, Conn. 
Melrose, Conn. 
Haddam, Conn. 
Colebrook, Conn. 

East Haven, Conn. 
Guilford, Conn. 
Wethersfield, Conn. 
Wethersfield, Conn. 
Southington, Conn. 
Granby, Conn. 

No. Bloomfield, Conn. 
Kensington, Conn. 
Bloomfield, Conn. 
West Hartford, Conn. 
New Britain, Conn. 
Bloomfield, Conn. 
West Hartford, Conn. 


Newington Jct., Conn. 
Bristol, Conn. 
Southington, Conn. 


Barkhampstead, Conn. 
Canaan, Conn. 
Woodbridge, Conn. 
Vernon, Conn. 
Vernon, Conn. 
Andover, Conn. 

So. Sandesfield, Mass. 
Palmer, Mass. 


Hartford, Conn. 
East Granby, Conn. 
omers, Conn. 
Hillsdale, N. Y. 
No. Egremont, Mass. 
New Lenox, Mass. 
Ellington, onn. 
West Granby, Conn. 
Torrington, Conn. 
Deep River, Conn. 
New Hartford, Conn. 
Bolton, Conn. 
Hartford, Conn. 
Newington, Conn. 
Sheffield, Mass. 
North Coventry, Conn. 
Avon, Conn. 


de 
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| A Safe and 
- Acceptable 





Gift 






oom’ 
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COLUMBIAN 


The Vise with the Red 
Jaws and Red Base - 


These features make Columbian Garage and 
Household Vises sell: 

Removable Pipe Jaws made of Forged Steel—Heat 
Treated. | 

Cold Rolled Steel Screw and Handle. 

Cold Rolled Steel Sliding Bar. 

Tool Steel Renewable Jaw faces, Machine Cut Teeth. 
Screw Collar—improved design. 

Attractively finished in black with Columbian Red 
Jaws and Red base. 

Three Practical Sizes—3, 3% and 4 inches. 

Packed in individual fibre cartons. 





to 
Recommend 











COLUMBIAN VISE 1s one ot 
the handiest things a man 
could have ’round the house — 
a gift he will surely appreciate. 


One of the best things in the 
hardware store for a woman 
to give a man because most 
men are motorists or radio fans 
and most of them like to tinker. 


In a strong sealed carton, a 
Columbian Vise makes a safe, 
and acceptable Christmas 
present. Show it and you'll 
sell many. 





Quality tools make quality gifts and a 
Columbian Vise is a quality tool. 


THE COLUMBIAN HARDWARE COMPANY, 5113 Hamilton Avenue, CLEVELAND, OHIO 


COIUMBIAN — 


GARAGE and HOUSEHOLD VISES" 
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DISTANCE 


THE OBEDIENT SLAVE TO YOUR DESIRES 















Also makers of the 
famous APEX 
Vernier Dials and 
APEX Rheostat 
Dials 





Apex 
Entertainer 
Price $22.50 


Apex Baby 
rand Console 


Price $225 





Apex 
Console 
Entertainer 


Price $27.50 





Prices West of Rockies Slightly Higher 


















APEX mastery over the most advanced radio 
engineering principles makes distance the obedi- 
ent slave of your desires and places at your in- 
stant command the whole continent of radio 
enjoyment. 


The infinite care and skill employed in perfect- 
ing the mechanical construction of APEX Radio 
Apparatus is radiantly reflected in the rich 
beauty of design, harmony of proportion and 
elegance of finish that stamp all APEX sets with 
an unmistakable mark of master craftsmanship. 


Dealers who are interested in increasing and 
maintaining profitable trade, should investigate 
the many advantages provided by the APEX 
co-operative plan. Write for complete details. 


APEX ELECTRIC MFG. CO. 


1410 West 59th St., Dept. 1235 
CHICAGO 
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a Apex Super Five 
Price $95—without accessories 








Apex Utility 
Radio Table 
Price $75 







Canadian Prices Approximately 40% Higher 
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Pe 
artes 07 


SL Bedi gos 


TRE eT 


bas 


Oa Oye ~ ° 
% Wai Res 2 
* eh 4 
‘ b.: ae : 
CAE ep es? 


" December 10, 1925 HARDWARE AGE 29 


PICK Ses 





7, mp9 


GAYLORD WATER 
SAVER 


4 


Simple to operate—no springs 
or loose parts to get out of 
order. Water avtomatically 
shuts itself off when plunger 
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REAL Water Saver that sells for 
$2.0co—and saves water, time and 


money. 


The water turns on at the tap—but 
not a drop of water flows until you press 
the plunger. Release the plunger—the 
water automatically shuts off. Three 
styles of Nozzles give the desired 
stream for every job. 


The Water Saver and 3 Nozzles 
packed in an attractive carton form 
Combination A—for general home and 
garden use—list price $3.00. Packed 
right and priced right. 

Gaylord merchandise offers you a big 
profit and quick turnover. 


A hose always ready for use 


The Gaylord Hose Reel attaches 
direct to the hydrant, preserves the life 
of the hose—prevents kinking, wear and 
tear. Used with the Water Saver, the 


GAYLORD 


WATER SAVING DEVICES 








GAYLORD HOSE REEL 
Fits direct to the hydrant. 











is released. 


hose is always filled with water and 
always ready for instant use. List price 
of the Gaylord Hose Reel, $7.50. 


Combination A plus the Hose Reel, 
Combination B. List price $9.00. 


The Gaylord Water Saving Devices 
combine the knowledge and improve- 
ments of 1o years skilled engineering 
experience. 


Write today for our booklet “BEAT- 
ING THE WATER METER?” describ- 
ing the Gaylord line in detail. Tell us 
whether you are interested in our job- 
ber or dealer proposition. 


Sales Offices: 
A. K. TROUT CO., Inc. 
342 Madison Avenue, New York, N. Y. 


Factory: * 
GAYLORD MANUFACTURING CO. 
Paterson, N. J. 


Jobbers and Dealers: 


Write for our proposition; 
we'll interest you. 


GAYLORD NOZZLES 


Providing the right stream 
for every job. 








The control is in your hand 
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"The Better” ae eee y | : 
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Band : 


SELL THEM McKAYS #n A ; : 


For traction going up and for safety : “ e 
coming down, sell them McKays. That's oe . ee 
theway to sell your motorists more chain <<  om be 
mileage, more chain satisfaction—with \ : = 
the Better Black Chains in the Red a > | : 2 
Band Bag. And every set of McKays 


you sell means more ‘‘good will ' for you. 





UNITED STATES CHAIN & FORGING COMPANY 
Chains for All Commercial and Industrial Purposes 
UNION TRUST BUILDING, PITTSBURGH, PA. 


NEW YORK AUTOMOBILE SHOW — Grand Central 
Palace: January9th-16th, Spaces C-76-77-78. 


CHICAGO AUTOMOBILE SHOW — Coliseum: 
January 30th—February 6th, Spaces 115 and 1!6. 











SKAY TIRE CHAINS 
There are equally good 
reasons why you can 
satisfy your customers 
with McKay Red Bead 
Bumpers. 





ERS Wa ts eas aia 
+ egg: Ste Ae RAY, 
' 


FY 


ne 
a 


ves 





December 10, 1925 HARDWARE AGE ol 





OECD aS) ale) 


-PASSERBY! 


HE “Velchek” Display Board in your store 
or window, attracts and demands attention. 
The passerby is reminded of his tool need. He 
stops—examines the board—enters your store— 
and buys! 
Every man needs some particular tool. Here, displayed 
in attractive fashion, are most of the small tools the aver- 


age man uses, at a price he can afford to pay, and which 
gives you a good profit. 


We have letters from many merchants telling us of in- 
creased business through the use of this board—mer- 
chants who were skeptical before putting it in. Send 
in the coupon below and make bigger tool profits. 


The Vichek Tool Company 
3000 East 87th St., Cleveland, Ohio 
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The ‘“Velchek’”’ Display Board in the window of the 
Riverside Hardware Company, 17219 Lorain Avenue, 
Cleveland has greatly increased the tool sales of this 
progressive concern. They say: ‘‘We’ve made a lot 
of sales to window-shoppers and passing motorists who 











saw on this board something they needed.” oe 
e A 
. a ‘ * ’ o 
Mail This Coupon n> Ms 
o 
¢? 

The 
Vichek 
Tool Co. 


3000 E. 87th St. 
Cleveland, Ohio 


Please give me full in- 


(EASY TO SAY VELCHEK) 
formation on the Vichek 


~ self-merchandising Board. 
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Machine Screws 
Stove Bolts 
Tire Bolts 
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American Screv Co. 
PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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' Is Your Christmas Present” ; 
“Years ago, Tom, when I was behind the tomers appreciate real salesmanship PN 


counter my boss handed me a Christmas when they come to your store for hard- f 
present in the form of a year’s subscrip- ware. A Christmas gift like Hardware in 
tion to Hardware Age—the leading hard- Age will promote this better salesman- : 
ware paper. The points I got out of ship in your store. 

reading it helped me to know my hard- 
ware better and helped me to ‘sell’ my 





At this time we are making a special Es 
price of $1.50 for a one-year subscrip- aR 





customers on the goods they bought. 
Hardware Age was a factor in my suc- 
cess. Now, that I am the boss, I’m giving 
you the same kind of a present, and if 
you get out of it half as much as I did, 
your sales will soon show an increase. 
You know what that means.” 


Mr. Hardware Merchant! Will you say 
Merry Christmas to your salesmen and 
clerks in the same way? 


Just as you appreciate a _ salesman’s 
knowledge of rugs when you step in to 
buy a new art square, so also your cus- 


tion to Hardware Age for clerks and 
salesmen only. The regular price is 
$3.00. The 52 issues of this paper will 
thus cost you less than 3 cents apiece for 
each employee, and in addition a copy 
of Electrical Goods—the paper devoted 
to the profitable hardware line of elec- 
trical merchandise — will be sent every 


month. 


Send in your list of names today so a 
beautiful, engraved Christmas Card, an- 
nouncing your gift, can be sent to your 
people before Christmas. 
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| ¢ ardware Age 
w 239 W. 39th St., New York, N. Y. gj 


A i A 31 


> ty wets 
«ote a 








34 


A BUSY WINTER 


OF TOOL SALES 


IS FORECAST 


“Gain in volume of winter construc- 
tion,’”’ says the Engineering News- 
Record. 

“Cold weather work now an estab- 
lished practice. This winter will see 
an unprecedented amount of construc- 
tion work.’’ 

All of which means there will be no 
let-up in the demand for tools. 

The dealer with a good line of this 
class of stock can go right through the 
entire winter without a dull spell. 

A good point to keep in mind in 
stocking tools is that the Disston Saw 
is today ‘““‘The Saw Most Carpenters 
Use’’ just as it was a generation ago. 

A recent check-up of carpenters 
employed on one of the new municipal 
stadiums showed that 91 per cent. 
used Disston Saws. 

And, too, Disston Try Squares, 
Mitre Squares, Gauges, Bevels and 
Levels are favorites of carpenters. 

That’s natural. They are made with 
the same care and precision; in the 
same factory; under the same exact- 
ing standards of workmanship. 
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CHRISTMAS IS A-COMING! 





The army of gift shoppers is pre- 
paring for its annual drive. 

The one season is at hand when 
people come to you with money in 
their hands asking ‘‘What have you 
for sale?”’ 

Yet many hardware dealers in 
the past have failed to show them— 
and gift seekers have swept by, 
pouring out their gold to merchants 
in other fields. 


Why? Hardware stores are filled 
with ideal gifts. Staple stocks, too. 
No risky Christmas Specials. 

The Disston American Boy Saw, 
for instance. It’s a good seller all 
year—and has an especial appeal 
at Christmas. Here’s a gift to warm 
the heart of any lad. 

Show it—in your window—in its 
attractive box, with a card suggest- 
ing it as a gift for a boy. 

And make your whole store look 
like Christmas. That’s the way to 
bring shoppers in. It pays good 
dividends. 











New Invention Remedies 
Loose Handles in Trowels 








There is always a corps of men at 
the Disston Factory experimenting to 
improve tools. 

That’s why you see so many new 
inventions that bear the Disston name. 

It was proverbial for a trowel handle 
to work loose in time. Everyone 
accepted it as a foregone conclusion. 

But Disston workmen plugged away 
at the problem. 

Till they invented a method that 
locks the handle and blade so that they 
can’t get loose. 

It’s simple, too, like most inventions. 
The steel tang is spiral in shape. The 
handle is forced on with a rotary 
motion that locks the tang to the wood 
all the way in. 

Dealers who have been selling the 
“spiral tang’’ trowels tell us they have 
not had one complaint. 

Which, after all, is the final word in 
the matter. 


Published by 





FIFTY-TWO YEARS 
AGO THIS MONTH 


“Since the days of the Romans the 
design of hand saws has not been im- 
proved. I’m going to get some of that 
metal out of the back of my saw. It 
only weights down the saw.”’ 

So spoke Henry Disston fifty-two 
years ago—and seizing a piece of 
crayon he sketched on the floor of the 
shop his idea for a skew-back saw. 

“There,” he said to his foreman, 
“‘make me a saw like that.”’ 

And so, in 1873, the skew-back saw 
came into existence. 

The blade was made from a rough 
sketch drawn on the floor of the saw 
works 

It became popular overnight. Soon 
it replaced Disston’s Original No. 7 
straight back saw as ““The Saw Most 
Carpenters Use.”’ 











Dealers Praise 
New Window Trim 


One dealer struck the keynote when 
he said about the new Disston Window 
Trim— 

“It brings a hand-picked list of 
customers into my store. That offer 
to give away a card telling how to 
care for a saw appeals to the man 
interested in tools—amateur or pro- 
fessional. 

“And when I can get a goodly 
bunch of men who are interested in 
tools into my store you can bet I’m 
going to sell some tools.”’ 

Hundreds of dealers have written in 
about the results they have gotten 
from this new trim. Many of them 
are using it over and over. 

Any dealer can get free the new 
Disston Window Trim by writing the 
factory at Philadelphia. 


How Saw Replacements May 
Cause Loss to Hardware Dealers 


A number of saws are returned to 
dealers as defective and are replaced 
by them. 

A recent inspection of Disston Saws 
returned to the factory by the trade 
showed only a fraction of one per cent. 
were defective from causes other than 
abuse in use—a remarkable record in 
the light of the millions of Disston 
Saws sold annually. 

It is obvious, therefore, that dealers 
are doing themselves an injustice in 
replacing saws without carefully check- 
ing up the complaint. 

For—every time an abused saw is 
exchanged for a new one the dealer 
loses a rightful sale. And the jobber 
loses—and the manufacturer loses, but 
the greatest loss is to the retail store. 

No customer is so unreasonable as 
to insist on a new saw when you con- 
vince him he is at fault. So, look them 
over. Be fair to your customer, of 
course. But be fair to yourself, too. 











| Want a Saw! 


After the customer says that, what 
do you say? 

One clerk answered—‘‘Well, we 
have them.”’ 

He probably has them yet. 

Seriously though, did you ever stop 
to consider that the man who isn’t 
versed needs a lot of help in buying 
a saw. 

There’s the type; the length; rip or 
cross-cut; coarse or fine—they’re all 
an open book to you but a mystery to 
the man who doesn’t know. 

Find out what he’s going to do. 
Take an interest in him. See that he 
gets the saw that’s right for the job. 

He’s going to need other tools. 
A little consideration shown him now 
will ring the cash register later on. 


HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. 
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Coming Soon! 


tino competition. of the chain store 
is a real and serious problem, and 
one that vitally affects the welfare of 
hardware merchants everywhere. In- 
formation concerning the growth and 
methods of the chain store is there- 
fore a matter of vital interest to hard- 
ware merchants everywhere. HARD- 
WARE AGE feels that it is performing 
a real service to its readers in the 
publication of a series of articles on 
this subject, to commence the first of 


the year. 
* * ” 


Fg the conduct of your business, you 
have doubtless run up against many 
problems that are difficult of solu- 
tion and in connection with which you 
would be glad to benefit by the expe- 
rience of other retailers. HARDWARE 
AGE wants to know about these prob- 
lems. Let us hear from you. 





What Readers Say About Us 


“T am enjoying HARDWARE AGE.” 
(Signed) R. D. Haggard, _ 
Louisville, Ky. 


“T find HARDWARE AGE very helpful and 
would not be without it.” 
(Signed) G. N. Lumpkin, 
Forest, Miss. 


“T have read HARDWARE AGE and its pred- 
ecessor Jron Age for more than twenty- 
five years, not only with pleasure and 
profit to myself, but also profit to the con- 
cerns for which I have worked. Kindly 
renew my subscription for two years.” 

(Signed) Clarendon Waddell, 
Gloucester, Mass. 
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Reproduced from a McKinney Saturday Evening Post advertisement 


From the utility viewpoint, McKinney hinges 
have long been recognized as outstanding. 
Through the medium of The Saturday Evening 
Post, House & Garden and House Beautiful 
advertising the fact of their beauty and at- 
tractiveness is joined to utility. The combi 
nation is irresistible. 


McKInNEY MANUFACTURING COMPANY 
PITTSBURGH, PA. 
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TRADE 


Lessons from the Locarno 
Pact 


Why Worry? 








sight for Europe. The European 

powers have signed the Locarno 
pact, which in a measure pledges them 
against wars. Even Germany, through 
its president and former fighter, Hin- 
denburg, has signed up the no-war 
schedule. ’ 

Briefly, it means this: that the big 
nations of Europe have recognized the 
danger, the horror and the expense of 
war; that they have seen a mutual 
problem, and have joined forces to 
solve that problem. They have placed 
politics on a business basis, and have 
taken a forward step in civilization. 
It is the association idea all over again. 

Perhaps in their accomplishment 
there is an inspiration for business to 
go farther; a sign—if you believe in 
signs—that the recently formed Hard- 
ware Council will through joint efforts 
of merchants, manufacturers and job- 
bers, iron out past, present and future 
misunderstandings in the trade and 
make for permanent peace in the world 
of hardware. 


|: looks like a period of peace in 


* * * 


ACK in the days when I was re- 
B porting for a newspaper, I be- 
longed to what was termed the 
“Lobster Shift.” From the moment we 
went on duty until the paper was put 
to press, we worked in an atmosphere 
of speed, noise and worry. About the 
only meal we ever really enjoyed was 
the one just before we went to bed. 
Why? Because that meal came after 
everything had been turned in. The 
tension was over; there was no need 
for speed, and it was too late to worry. 
There we learned the futility of 
worrying over what had already hap- 


WINDS 


An Investment in Boys 


Stretching the “Short” Days 





pened. We took our medicine for errors 
the next morning, then started new on 
that day’s job. 

Too many business men worry over 
the past; over what has been done and 
cannot be undone. By that worry they 
unfit themselves to meet the conditions 
of another day and thereby build up 
for themselves more things to worry 
about. 

Likewise it is little use to worry 
about the future. It is a lot better to 
merely set down on paper the things 
that may happen to their business 
detriment, and then plan and work to 
prevent or offset that detriment. 

Worry over past defeats would never 
have brought final victory to Wash- 
ington. Neither would worry over the 
possibilities of a flood have built the 
ark for our old friend Noah. 

The only thing worth worrying about 
is how to keep from worrying. 


* * * 


IME was when the mothers were 
about the only friends boys had. 

- Everybody else regarded them as 
nuisances, or as necessary evils at best. 

Very few people seemed to have 
grasped the idea that the “boy” was a 
“man” in the making; a being who 
within a comparatively few years, 
would assume all the work, the prerog- 
atives and the responsibliities of man- 
hood. 

On Nov. 30 there convened in Chi- 
cago the International Boys’ Work Con- 
ference, with the purpose of bringing 
together the leaders in boys’ work and 
in the various business men’s service 
organizations, to discuss the needs of 
boys and the potentialities of various 


existing agencies to meet those needs. 
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It is gratifying therefore to note the 
change of sentiment in this day and 
age. To know that organizations of 
business men are taking active part in 
movements intended to give the boy a 
little training and a fair start in the 


business of life. 
ok So 


ERE is what the Specialty 
Salesman magazine has to say 
about short days: 


“The shortest day in the year 
comes in December, that is, if 
you measure time by the clock. 
On the other hand, if time is 
measured by achievement, there 
is no reason why, by a little more 
effort, the salesman cannot make 
it as long for all good purposes 
as the one that comes in June. 
After all, the length of a day is 
purely relative. The man with 
nothing to do and no ambition to 
do anything except kill time finds 
that the very shortest day in the 
year is too long. The man with 
plans for achievement is usually 
surprised when night falls even 
in the long daylight hours of 
summer. It is just an illustra- 
tion of the fact that physical 
conditions are more or less ficti- 
tious when it comes to a matter 
of real practicability. The man 
who thinks the clock tells time is 
mistaken. It does not. It merely 
ticks off monotonous seconds for 
those to whom a moment may be 
as leng as eternity or an hour as 
short as the flash of an electric 
spark. Time, distance, space, 
weather, territory, opportunity 
are all more or less relative to 
one’s point of view and the target 
at which one adms one’s actions. 
The shortest day in the year can 
be too long for the man merely 
trying to get through another 
day, too short for the man with 
a lot of things to do, and plenty 
long enough in which to do a full 
day’s work if you will but hustle 
a little harder.” 

The man who wrote those lines was 
talking to the house-to-house canvass- 
ers—the fellows who are selling mil- 
lions of dollars worth of business year- 
ly to your customers. It’s mighty good 
advice for the canvasser, and it’s also 
mighty good advice for the canvasser’s 
retail competitors. Those seemingly 
short December days can be materially 
lengthened by thought and effort, and 
the will to work, and they can be just 
as easily “stretched” behind a retail 
counter as on the sidewalks and front 
porches. 
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Trapping Dollars 


Catch Them Now in Game Trap Sales. 


trap business of your community? 

This is the season when men and boys, 
everywhere in the rural districts, are getting 
ready for their trap lines and, regardless of 
whether they are new or old trappers, the same 
question arises each year—where are the traps 
of yesterday? 

By this query, of course, you all know we mean 
to imply that hundreds of dozens of traps disap- 
pear from use each Fall—they are lost, stolen or 
discarded so that wherever game traps are sold 
in the hardware store, there is always an excel- 
lent opportunity during trapping season to make 
worth while sales. 

Also, unlike much merchandise that you have 
in your stores, a very special feature attaches 
itself to the sale of game traps, for you are not 
involved in pressing the argument of comfort, 
pleasure, utility or convenience—you deal in a 


Hy tre; you planned for your share of the game 


distinct money-making proposition for the cus- 
tomer. 

He makes a relatively small purchase of you. 

Next comes the trap line, be it large or small. 

Then—profit for him. 

So you see, you do have this very special in- 
ducement in your favor, when you offer game 
traps to your customers through the media of 
your newspaper advertisements and your store 
window displays. 

In every community there are plenty of boys 
of high and even grammar and district school 
age, who make excellent prospects for your store. 

Trapping is largely done outside of school 
hours, mornings and afternoons, and most boys 
are posted on the fact that every trap they set 
is a potential dollar-getter. for them. They just 
naturally know this. 

Then, in addition to all these boys, each com- 
munity has its grown-up trappers—men whose 
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vocations allow ample time for them to put on 
a line of traps along the streams and fences and 
they don’t need much prompting, either, from the 
local hardware dealer. 

Little reminders help to bring all of them to 
your store. 

One thing which many dealers have found to 
be effective is mass display. 

You doubtless buy your traps by the dozen. 

Coming to you in this convenient number, you 
can string them through a bit of cord or wire 
and hang several strings of traps just outside 
your front entrance. 

Here they are bound to catch attention of the 
passers-by and surely among them are numer- 
ous customers gained for your store. 

Other dealers like the idea of filling a couple 
of bushel baskets with an assortment of the dif- 
ferent kinds—jump, high grip, double spring and 
the like, for in looking over: such an assortment, 
the prospect gets the traps in his hand, which, 
as you know, is one of the very best features of 
good salesmanship. 

About your window display, authorities are 
agreed on the suggestion of a “natural” window, 
which really means—a back-to-Nature display, 
introducing when possible, stuffed specimens of 
the fur-bearing animals to be taken in your com- 
munity. This never fails in interest and with an 
item like traps, all of which sell at so slight a 
variance of price from one store to another, if 
yours is the one to play up the enthusiasm of 
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this profitable sport, the trap sales are bound to 
come your way. 

Not many days ago we observed on the main 
counter of a progressive small town hardware 
store a steel device with a tag attached, reading 
—“Test Your Grip.” 

A sliding scale measured off in pounds was 
marked onto a flat steel bar between the grips 
and, upon more careful scrutiny, the device 
proved to be nothing more nor less than the steel 
spring from a fair sized game trap. Most men 
and boy customers v->re interested in trying out 


’ the grip in their hanus and to every one of them, 


an opportunity was afforded the dealer to present 
the idea of a trap line. 

Then in newspaper advertising, as another 
good feature to focus sales-bringing attention to 
your store, dealers claim splendid results from 
using the illustrated electros furnished by trap 
manufacturers, for, next to the specimen itself, 
pictures of these fur-bearing animals whet the 
enthusiasm of your trapper customers and thus 
in thinking of traps, they likewise think of your 
store as the place to purchase them. 

The accessories of the trap line—flashlight, 


- hunter’s axe, small bore rifle, fur stretchers— 


they all fit in nicely with your window display 
and in your store advertisement. Don’t forget 
them— it’s part of the season’s profit for you. 

You are the Trapper. 

Your publicity is the Bait. 

Team work brings the Profit. 








A Dozen Things to Do to Get More Business 
This Christmas 


1. Clean the windows. 

2. Festoon the store with crepe paper, holly 
and wreaths. 

3. Use imitation snow or cotton on dark 
colored velvets. 

4. Put the merchandise out on gaily deco- 
rated tables. 

5. Price mark everything. 

6. Double and triple your newspaper space. 

7. Get your local editor to give you a write- 
up on your store decorations. 


8. Send out neat little Christmas announce- 
ments to all the accounts on your books 
and to your mailing lists. 

9. Accept deposits on Christmas gifts and 
announce it in the papers. 

10. Put a Christmas tree in the window and 
decorate it with tinsel and the regular 


decorations. Place a concealed spot- 
light underneath it with a red globe— 


also one of blue and white—and let 
these lights filter up through the tree. 


11. If possible, have a Santa Clause on duty 
certain days and evenings. Fill his 
pocket full of candy kisses for the kid- 
dies. Have him visit the schools or come 
to town by train, automobile or sleigh, 
= have the crowd assembled to greet 

im. 

12. Tie up your packages in Christmas 
paper and have a supply of holly boxes 
handy for the merchandise you sell 
which is to be given as presents. 


Because— 


Your profits this year may be represented 
by the extra cash you take in during the re- 
maining weeks of the year. 

The satisfactory condition of your inven- 
tory may depend upon how successful your 
Christmas sales were. 

The forecasts for Christmas business are 
better than last year. There 1s more money 
to be spent this year. 

AND—don’t forget—SANTA is your best 
customer—HE PAYS CASH! 
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Sears-Roebuck’s South 

Side and Northwest 

stores, Chicago, and 
hardware displays 


How Are You Meeting This Mail 
Order House Competition ? 


So Many City Dwellers Have Formed the Catalog House Habit That Sears- 
Roebuck Is Now Making “Over the Counter” Sales Through Its Retail Stores 


OR a good many years the small-town mer- 

chant has squirmed and smarted under the 

stiff competition of the mail-order and cata- 
log houses, while the city merchant has looked on 
with a sort of complacent indifference. However, 
the city merchant’s attitude was hardly justified, 
for while Sears-Roebuck and Montgomery-Ward 
have ostensibly been catering wholly to the farm- 
er trade, many city dwellers have formed the 
catalog house habit, and in the past few years the 
several main and branch distributing plants of 
the two largest mail-order houses have developed 
a surprisingly large business over their “city 
desks.” 

Such a profitable volume of city business was 
built up that Sears-Roebuck found it expedient 
last February to remodel a portion of their main 
office and warehouse building, located on the west 


side in Chicago, into a complete department store. 
The new store was equipped with modern fixtures 
and the usual accepted merchandising methods of 
store and window displays and newspaper adver- 
tising were followed. 

That this method of going after the potential 
city trade was highly successful is evidenced by 
the fact that the company within the next few 
months opened similar stores in its branch ware- 
houses in Dallas, Kansas City, Evansville, Ind., 
and Philadelphia. The store in the last named 
city, which opened about the first of. October, is 
typical of the other warehouse stores, containing 
53,000 square feet of space on the ground floor, 
having up-to-date fixtures, and operating with 22 
distinct departments. It is estimated that since 
the original store was opened last February and 
up until Nov. 1 these five stores have sold at 
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retail over the counter nearly $4,000,000 worth 
of merchandise. 

To the city merchant who fancies that he is 
immune from this new form of competition 
simply because Sears-Roebuck does not at present 
happen to have a branch house located in his 
city, the company is now offering a new threat. 
It is stated that the company intends to establish 
a chain of 50 department stores throughout the 
larger cities of the United States. 

The first two units of this proposed chain have 
already been opened, both being located in Chi- 
cago, one in the northwest section and the other 
on the extreme south side of the city. These two 
new stores, which opened for business on Mon- 
day, Nov. 8, are housed in handsome build- 
ings erected for the purpose by the company. 
The buildings are very similar in construction 
and arrangement, the main difference being that 
the northwest store is slightly larger. It is 
planned that any future stores in other cities will 
be of the same general size and appearance. 

The larger of the Chicago stores is two stories 
high, with a four-story decorative central tower, 
and covers a full half city square with a frontage 
of a block on a main business street. Well lighted 
modern show windows, each about 15 feet long, 
run along all of the street sides of the building, 
the various departments utilizing one window 
each continually. 

The hardware department, including sporting 
goods and auto accessories, occupies approxi- 
mately one half of the main floor, a space about 
125 feet wide and 100 feet deep. The most mod- 
ern wall show cases, over 250 running feet of 
them, extend around three sides of the depart- 
ment, various small items of shelf hardware such 
as tools, builders’ hardware and the like, being 
sampled on glass-covered display doors, with the 
surplus stock carried on the shelving back of the 
doors. A complete line of paints and varnishes 
is carried on open shelving adjoining the wall 
cases at the rear of the store, and practically all 
other items are displayed on a multitude of two 
deck tables arranged in even rows throughout the 
department. 

The clerks in the hardware department are, 
for the most part, apparently thoroughly familiar 
with the items they are selling, about half of them 
being hired from retail hardware stores and the 
balance recruited from the hardware department 
of the mail-order house. All sales are strictly 
for cash, and any deliveries are paid for extra 
by the customer at so much a pound. The com- 
pany does not own any delivery equipment, but 
has contracted with a local express company to 
deliver any items above the weight limit of the 
parcel post service, the smaller items being sent 
by mail, but with the customer paying the full 
expense in either case. 

A comparison of prices of some of the hard- 
ware items listed as leaders at the new stores 
with the regular prices on merchandise of similar 
quality at an average Chicago retail hardware 
store is interesting. 

It would be natural to assume that with prices 
so nearly equal, and the average favoring the 
merchant, the legitimate hardware dealer weuld 
enjoy a large advantage in trade through his free 
delivery service and the extension of credit. How- 
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A Comparison of Prices 
Sears-Roebuck Average Retail 


Article Price Price 
Curtain Stretchers. .$2.65 $2.65 
Self Wringing Mop. 1.35 1.50 
Hand Saw ..... soe. ae 1.25 
Carpet Sweeper ... 4.80 5.00 
Copper Wash Boiler 3.98 3.85 
3-Piece Carving Set 3.79 3.50 
Gray Enamel 

BOUND sic ovcces 1.85 1.90 


You will note that the retail hardware mer- 
chant gets 15 cents more for the self wringing 
mop, 20 cents more for the carpet sweeper and 
5 cents more for the enamel roaster. These 
are items which would very likely require de- 
livery service, which would be paid by the cus- 
tomer at the Sears-Roebuck store. 

On the other hand, the catalog store is 20 
cents higher than the hardware merchant on 
the hand saw, 13 cents higher on the wash 
boiler, and 29 cents higher on the carving set. 








ever, a visit to the two new Sears-Roebuck stores 
on the opening day showed both places literally 
packed with customers, the auto parking space 
provided in the rear of each building crowded 
with cars, and in the front of the south side plant 
stood a row of 58 baby buggies left there by the 
shopping mothers. These crowds undoubtedly 
were the result of the heavy advertising cam- 
paign waged just before the opening—double and 
single pages in the daily newspapers, and catalogs 
and circulars delivered to practically every home 
in Chicago and its suburbs. While possibly the 
majority of customers are reached through a price 
appeal which is somewhat imaginary, that appeal 
is successful mainly because people do not stop to 
compare values. While Sears-Roebuck are sell- 
ing, and probably will continue to sell, large quan- 
tities of merchandise through their retail stores, 
they have in reality no decided advantage over 
the average retail dealer. True, they are probably 
buying their merchandise for some less money, 
and they have eliminated credit and delivery 
costs, but their advertising expense counter- 
balances a large part of these savings. Their 
other items of overhead in their retail stores, such 
as clerk hire, light, rent, fixtures and the like, 
are no less than any other retailer. In addition 
they have some expenses not common in other 
stores. For example, the large crowds necessi- 
tate the employment of several store detectives 
to prevent shop-lifting, around 20 men and women 
being on duty in each store on the opening day. 

Regardless of any arguments as to whether 
or not this plan of a series of retail stores will 
succeed, the fact remains that the stores already 
established are selling an enormous quantity of 
goods, and one of the store managers stated that 
the three departments in these retail stores show- 
ing the largest volume of sales are, in the order 
named, hardware, auto accessories and furniture. 
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WO weeks till Christmas! Just two weeks 
in which to make your big sales-drive on 
Christmas gifts! Two weeks in which 

people are in the buying mood, eager to buy 
Christmas gifts which will be accepted gladly 
and appreciated highly. 

Make sales or take inventory, which are you 
going todo? The answer depends largely on how 
aggressively you take advantage of the great 
sales opportunity offered you by these two weeks. 
Sales made now reduce the inventory you take 
later. You have your money invested in many 
items suitable for use as Christmas gifts. Will 
you get your money back? You will—if you bring 
these items to the front, feature them as desirable 
gifts. The profits and sales you make now while 
the sales harvest is on will help you to finance 
your business during the quiet winter months. 

The postman brought me this morning a neat 
little booklet from a big New York merchant. Its 
cover bears the title, “Gift Guide.” Each page 
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‘Two Weeks 
To Go! 


Suggestions for Turning the Christmas 
Holidavs into Profits 


By Charles P. Catlin 


in it is devoted to a list of suitable gifts for each 
member of the family. There are lists of things 
that will delight the infant, the small girl, the 
small boy, the high school girl, the high school 
boy, the college girl, the college man, the debu- 
tante, the young married woman, the older 
woman, the older man. It was a big store which 
issued this booklet. How did it become big? By 
using just such sales-making, modern merchan- 
dising methods—such thoughtfulness and enter- 
prise. You have the same opportunity to increase 
your sales and make your business bigger. 

The latest catalog of one of the large mail order 
houses lists right in the front items which are 
sure to interest the various members of the house- 
hold. There is a list of things which appeal to 
the man of the house, the housewife, etc. The 
“Gift Guide” and this catalog blaze a trail, which, 
if you follow it, will surely lead you to a good crop 
of sales. 

Think for your customers and they will think 


December 10, 1925 


4 AG esGe vi SRS a et eee ba a 
PORE oP SR a ene T 


4 
& 





os 
4 
rt 
hae 
2 
2 if 
+4 
‘a 
aoe) 
esis 
4 
OG 
“ay 
i 
Bi. 
x, 
ae 
oe 
att 
Ae 
on 
ie 
at, 
4 
vi ~~ 
ae 
“af 
al 
We 
a 
/ 
E- : 
a 
ae 
ky 
ra 
* 





Pe 
rea 
ah 
33 
3 
= 
ee 
oo 
is 
eas: 
a 
vo 
% 
sg 
a 
‘a 
bas 
ae 
er, 
“ : a 
ny 
i 
egy 
(fea 
*. 
xg 
Boat 
hu 
Be 
i¢ 
a 
- 
cs 
se 
of, 
aa 
al 
3 
> 
‘ 





pape <s 
CURE SEM RETR eR 


ey 





December 10, 1925 


of you often and highly. Suggest to them what 
to give hubby, the wife, father and mother, sonny 
and sister. Suggest it -with Christmas atmos- 
phere through window displays, store displays, 
counter displays, circular letters, newspaper ad- 
vertisements. Suggest that they come to your 
store and make their selections early, while stocks 
are still complete. The power of suggestion is a 
wonderful force. It will accomplish marvels in 
building up sales. Lose no opportunity to harness 
this force to your cash register and you will not 
have lost sales to regret later. 

Christmas gifts must be given. They must be 
bought. They will be bought from some mer- 
chant in your community. Why not from you? 
Let your townspeople and country folk know that 
you carry a wide variety of Christmas gifts—and 
you will win your full share of the sales that will 
be made during the next fortnight. 

If you are uncertain as to just what items you 
carry will make good gifts for the womenfolk. 
call friend wife into conference. Ask her and 
her friends what they want for Christmas. You’ll 
find many will name things you have in stock— 
articles that will give long and pleasing service, 
not short-lived folderols such as so many dealers 
not in the hardware field try to foist on the pub- 
lic as welcome Christmas gifts. What is true of 
them is true of others. It,is true of menfolk as 
well as the ladies. A hardware, house furnishing 
and sporting goods Christmas is a happy Christ- 
mas. A hardware Christmas is a happy Christ- 
mas for the recipients of the gifts. It is a happy 
Christmas for you. 

It’s the last lap that wins the race. The race 
between you and all the other dealers in your 
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town, for the Christmas gift business is now on. 
You are in the last lap. It’s what you do now that 
counts. This is your big opportunity to make 
sales. Use it! Get ready! Get set! Go! 

Reach all your prospects with your Christmas 
message. Who are your prospects? Those who 
pass your store. Secure their attention, pull them 
into your store with an attractive Christmas win- 
dow display. Your window display is the con- 
necting link between your cash register and the 
passersby. Arrange in your window with Christ- 
mas decorations articles for each member of the 
family. Label them, “Gift Suggestions for the 
Housewife,” “Gift Suggestions for the Handy 
Man Around the Home,” etc. Use every avail- 
able foot of space inside your store, too, to put 
over the same message. Drive home the fact that 
here are the right gifts for everybody, the useful 
gifts, the gifts that are wanted and needed. 

Are these all your prospects? No! Everybody 
you can reach through the mails is a live prospect. 
The mails are open to all. The postman is wait- 
ing to deliver your Christmas sales message into 
every home in your community and in the coun- 
try around you. Make the postman the herald of 
Santa Claus and your salesman. 

Now it is the fortnight before Christmas. In 
just two weeks it will be “the night before Christ- 
mas when all through the house” every present 
will have been bought and it will be too late to 
make any more Christmas sales. Good merchan- 
dising will turn dull days into profits. But these 
twelve business days ahead are not dull days. 
For aggressive hardware dealers they are days 
full of profits—days when the cash register will 
constantly ring “Merry Christmas.” 





A Worth While Display Idea Suggestion 





H. READ & BRO., in Bloomington, IIl., have a Christmas window display kink which 

\S is worth following. Note the neat row of shelves built in this window. Such a plan 
@ permits a wide assortment of goods on display without crowding or giving the dis- 

play an overcrowded look. These shelves are particularly good for showing Pyrex, china, 
glassware, and countless small kitchen cutlery and auto accessory items when appealing to 


the Christmas trade. 


Items which are placed on shelves in the homes are more easily sold 


if displayed on shelves in your window. Read’s window has electrical appliances, bird cages, 
and many other special items. They look good in this picture and would certainly look good 


in your store and help you sell more holiday merchandise. 
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bas the left is shown a clever toy display of the P. 
Hoffman Hardware Co., Sedalia, Mo. In the win- 
dow illustrated below the House-Bond Hardware Co., 
Memphis, has introduced a large amount of hardware 
without creating an impression of overcrowding. 


Toys Boost Hardware Sales 


By Milton J. Phillips 


O successful is the toy department of the 
Pennsylvania Hardware & Paint Company, 
Pittsburgh, Pa., that 50 per cent of their 

last February Christmas order was sold by the 
first of November. Of wheel barrows and other 
wheel toys, 60 per cent was sold. All other lines 
were sold correspondingly. Seeing that they 
would be short of Christmas stock, a second 
Christmas order was placed in October. Their 
toy stock is the largest in any hardware store 
in the city of Pittsburgh. 

The explanation for the heavy sale of toys 
after the Christmas stock in Buddy L. line, By-lo 
dolls, and a few other things as was displaved in 
July, is as follows. G. E. Elbel, in charge of toys, 
maintains that it is a mistake for a hardware 


store to develop a good Christmas trade in toys; 
then, put them away immediately after the holi- 
day season is over. He contends that when a 
customer comes back and is sent elsewhere to buy 
a wagon, kiddy-kar, doll, or whatever birthday 
presents, he usually does likewise when he wants 
hardware. From the standpoint of hardware, 
therefore, he keeps enough toys on display the 
year around, to satisfy average demands. 

From the standpoint of toys, he has found that 
they are profitable, twelve months straight. He 
gives a front basement over to them and six 
tables, three on a side, in the large basement 
room back, and reports a steady demand from 
mothers. Of course these toy customers buy 
hardware, too, the vear around. As a result of 
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the year-around policy, he carries the largest 
single stock in all East End. Toy sales have re- 
duced greatly overhead in his hardware depart- 
ments. 

Toys have done another thing that gives Elbel 
and his business associates reason for puffing big 
fat cigars with more or less of hearty satisfac- 
tion. They have a big basement room full length 
of their building. It was not a room to which 
customers could easily be drawn. Their store 
is located at a point in Pittsburgh’s exclusive East 
End business district. Frontage is very high and 
that big basement was too costly to use as a stor- 
age or repair room of some sort. He has made it 
almost the busiest floor in the store by putting up 
a partition at the extreme front end, giving him 
a room 25 and 35. Around three sides of it, he 
set 50 feet of mirrors six high, in all 300 square 
feet of plate glass, at an angle, in correct view 
of children and others who stand and _ look 
through three narrow windows parallel with the 
sidewalk. It is like looking through a kaleido- 
scope. 

Ingeniously strung lines of gas pipe facing the 
mirrors are the finest possible places, he volun- 
teers, to display any toy he can hang up, from 
heavy wagons to the finest dolls. By attention 
to tasty changing of the things strung on the 
gas pipe, every few days. he holds an audience 
daily, better than with front windows. In his 
opinion, there is a peculiar charm about looking 
down through peep holes rather than straight 
ahead into a window set. The angle at which the 
mirrors are set gives the effect of great depth 
and at the same time of an immense stock. At 
times that little front basement room draws 
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people in droves to his basement where he has his 
kitchen hardware and other household siock, ex- 
cept the front of the room immediately next to 
the room of mirrors. There he has double and 
triple deck display tables loaded with toys that 
draw the kiddies twelve months, ‘and parents, 
too,” he reminded me. 

In addition to the attractive basement, he has 
another display that gets results. Two large plate 
glass floor cases stand inside the main entrance 
on either side at an angle with the sides of the 
store. Tasty interior illumination makes an ideal 
location for a display of beautiful dolls. On en- 
tering the store, shoppers are greeted by groups 
of big dolls sitting in life-like positions. It makes 
a sure-hit with Dads as well as Mothers and others 
who are casting around for early Christmas sug- 
gestions. 

The cases are a workable plan to make use of 
floor space just inside the main entrance and be- 
hind large front windows. It is space that or- 
dinarily is not much needed but difficult to make 
use of. Pennsylvania Hardware & Paint Co. has 
apparently solved the problem in happy manner, 
because the doll display on the right will cause 
thousands of persons to. stop and look. Then, 
it can be seen from outside the front doors, and 
doubtless, already is bringing hundreds of per- 
sons into the store who otherwise would probably 
pass on. Like the mirror exhibit behind the peep 
holes, it is strategically located. 

How much toys are boosting hardware sales, 
Messrs. Elbel and Meyers are not saying, but it 
is a sure conclusion that the hardware business 
receives a solid jolt that sends it on its way 
merrily. 








The Boss Hands Out a Bit of Wisdom 


NOME fifteen years ago I was clerking for 
Sid Lillard in a small-town general store. 
One day, shortly after I had taken up my 

duties behind the counter, Brown, the grocery 
salesman, came in and after talking with the boss 
for a while proceeded to write up the order from 
the want book which we kept hanging back of the 
grocery counter. This done, Brown closed up his 
sample case and, shaking hands with the boss, 
started for the door. At that moment Sid called, 
“Brown, hadn’t you better shake hands with my 
new clerk? You know my success as a merchant 
in this town is due in a great measure to the fact 
that I have always made it a business to get ac- 
quainted with every member of every family 
within the trade-radius of my store, and I be- 
lieve that you, too, could make good use of that 
plan.”’ 

Up to that time I had been entirely unnoticed 
by Brown and yet those grocery shelves were my 
pride. I had worked hard to get the shelves spic 
and span and the merchandise neatly arranged, 
and much of it was the very brand that Brown 
sold. I considered the grocery department as my 
own and I really felt a bit disappointed when 
Brown failed to take me into consideration. He 
came back to where I was standing and we 


shook hands and for thirty minutes or more we 
went over his line, during which time he gave 
me some very helpful pointers and comments on 
my arrangement of the stock, adding a sugges- 
tion or two which made me feel that after all he 
was really interested in me and my success with 
Sid. And every trip to our store for years after 
this incident, Brown always brought in an idea 
or two for boosting sales. 

Ofttimes Brown would write me from some 
distant city and tell me of some particularly 
good sales stunt he had run across and which 
he thought would work out for our store. And 
quite often would these suggestions have to do 
with the sales promotion of merchandise entirely 
foreign to the grocery line, but friend Brown 
found that if he could assist in moving stock from 
shelves all over the store he could reasonably be 
sure that his own sales would materially increase 
in the grocery line. It was these merchandising 
ideas that lifted Brown out of the groove as an 
ordinary salesman and placed him with the sales- 
men-merchandisers, although he evidently hadn’t 
previously realized how helpful he could be in in- 
creasing Lillard’s sales and his own as well.— 
Meredith’s Merchandising Advertising. 
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A View of Lyford’s 
Indoor Golf Course 
and a Section of 
the Sporting Goods 





Department 





EFORE George D. Lyford went in the retail 
hardware business in Torrington, Conn., he 
was manager for the sporting goods depart- 

ment of the Simmons Hardware Co. and naturally 
had a first-hand appreciation of the tremendous 
sales possibilities this line offered the hardware 
merchant. So important is the sporting goods 
end of Mr. Lyford’s business that his firm name 
embraces this line. The company operates as the 
Lyford Hardware and Sporting Goods Co., is 
located advantageously on Torrington’s square 
and is without question one of the town’s finest 
mercantile establishments. 

The company’s general line of football, base- 
ball, basket ball, tennis, boxing and kindred goods 
is displayed in cases and on counters and tables 
on the first floor. On the second floor a per- 
manent golf driving net helps bring golfers to the 
store to buy their equipment. Last year the firm 
sold more than 300 golf clubs, 6 gross of balls 
retailing at $1 each and 6 gross of balls selling at 
75 cents. These figures are typical of the sales 
volume obtained by this firm in the sport goods 


lines. 
With the background of sport goods merchan- 












Advice to 


Customers 
Builds Sporting 
Goods Sales 


dise almost second nature to George D. Lyford, 
it is comparatively easy to imagine that the store’s 
sales force understands thoroughly this profit- 
able line. 

His son, George E. Lyford, better known as 
“Ted” is an all round athlete, has played good 
football and is very familiar with the require- 
ments and desires in all of the major sports. Here 
you have the wonderful combination of a skilled 
merchandiser and one who has used practically 
all of the items carried. 

Right now the store is featuring shot guns 
and ammunition and of course hunting jackets. 
Ted could quickly tell you the basic points of 
Connecticut game laws. Tell you where to hunt 
and for what. He can recommend the proper load 
and can advise intelligently on the necessary ap- 

arel. 
: Being able to give practical help on the selec- 
tion of equipment and knowing State game laws 
and nearby game haunts gives this store a real 
selling magnet, because local sportsmen naturally 
are more easily sold by a man who knows not only 
the line but also the how and the where. 

During the local school football season the Ly- 
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ford Hardware and Sporting Goods Co. issues 
gratis a combination schedule and score card 
which is not only distributed to students but to all 
who are interested. Torrington people are like 
other folks vitally interested in their local high 
school’s football schedule and prowess. 

When a major football event is being broadcast 
Ted hooks up his radio and power speaker and 
brings the game play by play to Torrington for 
the benefit of all who wish to follow the game. 

The golf net on the second floor is open to all 
comers who care to practice... A set of clubs is 
handy and there are always a few practice balls 
close to the cocoa driving mat. During the winter 
season various professionals are obtained to give 
instruction at the net. The lessons however are 
independent of the store. The professional makes 
his own appointments and rate, but of course it 
brings prospects to the store and stimulates sales 
in the golf department. 

Ted is strong for a golf driving net and says it 
cost about $15 to erect. One roll of 4 ft. chicken 
wire, scrap canvas and some black paint comprise 
the necessary parts. The net should be 18 feet 
deep and at least 10 feet wide. The height should 
be at least 8 feet to permit a full swing. The 
cocoa mat is for placing the ball and a small 





rubber mat is desirable for the feet of the golfer. George D. Lyford 

The background is painted up in score board 

fashion. of clubs and bags. Many of those who come to 
Whenever the store is advertising golf an open the second floor primarily to try the net are in- 

and cordial invitation is extended to use the net. terested in an additional or special club. The dis- 


Close by the net you will find a display rack full play being handy to the net, it is not difficult to 
make the sale. 

Last year Ted Lyford constructed a 
6-hole putting green on the second floor 
using seashore sand, which made fast 








Compliments of 





Ly f ord Hardware | 1 9 2 5 and true putting greens. Putting con- 
, , | tests were held weekly for prizes offered 
Sporting Goods Co. by the store. This plan stimulated sales 


and interest and naturally brought 
about interesting newspaper comment 
and general helpful publicity among 
sportsmen. 


TORRINGTON, CONN. 
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and 

Radio Store 
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GOLDSMITH LINE 











Free distribution of football and baseball 
schedules stimulates sales and _ increases 
good will. 
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Going After Christmas Business? 


By Charles K. Beidenkopf 


nothing but nails and staple hardware? Well 

there is no doubt in my mind that 1925 will 
see the biggest retail Christmas business we have 
ever had. Why do I think so? Simply because 
the business conditions never were so prosperous ; 
railroad freight loadings never were so large, 
with the exception of coal car loadings due to the 
uncalled for hard coal strike. Labor conditions 
seldom were in better shape. The farmers in 
nearly every part of the country are getting good 
prices for their products. So that’s why I think 
we are in for the best Christmas and holiday 
business the country has ever seen. ‘“But’—yes 
that’s it. But is the right word. Will the hard- 
ware merchant go after it and get his share, or 
will he let it drift to the customary channels like 
the department stores, mail order houses and 
big 25c. to $1 chain stores, to say nothing of 


\ RE you content to just drift along and sell 


the variety stores and drug stores who are also 
taking his trade? It does seem strange, but I’ve 
noticed that all these other stores seem to think 
that the ordinary hardware merchant is a “mutt” 
and their special prey to pick on, because they 
do go after the hardware man’s trade more than 
any other line. You will notice, however, that 
the lines they specialize on are not staples which 
don’t turn over often, but only special lines that 
will attract the women and on which a good profit 
is to be had. While I am on this word profit I 
want to relate an incident that happened to me 
on this trip out on the road. I was talking 
to a hardware merchant in Connecticut about 
things in general, and he said he was figuring on 
supplying a contractor with building material for 
a house. As far as I could make out from his con- 
versation he was figuring his darndest to see how 
little profit he could make on the material he was 
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to furnish. That seems to me to be what the 
average hardware man does. He’s so all-fired 
afraid of what his competitor might do, that he 
never seems to think of his own investment, time, 
interest on money for merchandise that has accu- 
mulated on his shelves, and in his warehouse, and 
the Lord knows what else. He has his eye only 
on the thing before him. “How cheap can he 
figure on this deal’’—and let me tell you mister 
man the contractor in many cases has your num- 
ber and knows he has you bluffed, so my advice to 
you is to make money in every deal you contract 
for and enough to make it worth your while, or 
let it go. I had to get this profit thing off my 
chest before I forgot it, so now I’ll go back to the 
Christmas and holiday business talk which is the 
vital thing right now. You should get out some 
very good advertising literature. You should use 
your local newspapers (if they are any good), 
but if they are as dead as some of you are, don’t 
waste any money on them, but get out a dandy 
Xmas circular. Use some neat up-to-date cuts 
(not big crude stock cuts) with good understand- 
able reading matter, and advertise “Useful Gifts,” 
“Practical Gifts.”” Make a special appeal to the 
women by suggesting things for the men folks 
and boys, and the same kind of appeal to the 
men for useful and practical gifts for the wives 
and daughters. You will be surprised at the re- 
sults you will get, and you will also be surprised 
at the various kinds of merchandise you will sell. 
The great trouble with a lot of you guys is that 
you don’t know the first thing about writing a 
good business pulling ad. You sit down and write 
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a lot of bunk that either is commonplace, or 
worse. Why don’t you spend a few dollars and 
hire some one who knows how, as the dry goods 
merchant does? He isn’t afraid to do things, and 
that’s the main reason why he, as a general rule, 
does such a good business. 

And another thing—have your windows for 
Christmas washed for a change. If you have in 
your employ any one who isn’t too lazy and who 
has good taste let him or her try their hand at 
trimming the window. Buy a few new Christmas 
store and window decorations. Don’t use last 
year’s faded and dusty junk; that is not saving 
money. It’s penny wise and pound foolish, and 
especially is this true in a small town where every- 
body knows every cow and dog that passes your 
shop. If I could only convince the average hard- 
ware man that he is losing hundreds and thou- 
sands of dollars every year because of his own 
backwardness in being either too stingy to spend 
some money—too lazy to get out and dig, or too 
narrow in his vision of merchandising ideas, I 
would be happy in the thought that I had accom- 
plished something. Because I like the hardware 
man. Heisasarule a fine happy-go-lucky fellow, 
but he is, as a class, a poor retail merchant. He 
carries too heavy stocks and he turns them less 
often than do other merchants. He does not take 
advantage of his greatest opportunity, the women 
spenders. They are the backbone of the retail 
business of the entire world. And—they are to 
be had by the proper methods if you will only 
apply them. This paper is. only too glad to assist 
whenever and wherever it can—so let us help you. 











Chniedk Service Means Profits 


asked me the other day, “Do you know why 

it is that drug stores are able to get sporting 
goods business away from hardware and sporting 
goods stores?” 

I gave it up and he answered the question him- 
self. ‘“‘Because of the quick service you can gen- 
erally get in a drug store. Stand around a hard- 
ware store sporting goods department a while 
some day and see if you don’t notice the salesman 
talking an arm off from the customer. It may 
be an effort to get the customer to look at a lot 
of things he doesn’t want, or it may be an effort 
to be sociable. But there are some customers who 
want quick action more than they want any 
kind of conversation.” 

So I judged that the hundred point salesman is 
he who talks wisely and not too much, who is all 
things to all customers, acting where talk is not 
welcome, and talking where conversation makes 
sales. 

Do you remember that one time popular song 
that had a line like this; “Then it’s talk, talk, talk, 
when you haven’t got a word to say!” That 
covers a good deal of the conversation that goes 


\ expert in sporting goods merchandising 





on between some retail hardware salesmen and 
their customers, especially after the customers 
have been waited on and linger merely to gossip. 
The salesman’s job includes keeping stock in 
order, looking up shorts for the want-book and 
otherwise making the store attractive. Time out 
for profitless visiting with customers who are 
through buying means neglect of work that needs 
to be done. 

A hardware dealer hung up the sign; “Don’t 
Smoke. Remember the Chicago Fire.” While 
the boss was out one of the salesmen put up an- 
other sign underneath the first; “Don’t Spit on 
the Floor. Remember the Johnstown Flood!” 

Well, it’s all right to kid about smoking and 
spitting in the store, but it is worth bearing in 
mind that all women and some men are influ- 
enced against a store by finding it full of to- 
bacco smoke. And everybody resents spit spots 
on the floor. At a matter of fact, I doubt if it is 


necessary to mention the matter to any who read 
HARDWARE AGE. The only place I know of where 
a spitter can get by is as pitcher in a ball game, 
and I don’t believe the spit ball is what they used 
to think it was. 
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“Accuracy, Accuracy—and Still 


More Accuracy! 


ia 


By Saunders Norvell 


=@HE King & Dexter Company, judging from their 
78 letter-head, conduct a hardware business in 
Portland, Me. Their address is 11 Monument 
Square. Now, Monument Square of Portland, 
Me., has just sent a letter to Union Square of 
New York City. This letter is dated Nov. 25, 1925, and 
is signed by Mr. Lincoln King. It is a very courteously 
worded letter but it gives our editorial egotism a severe 
shock. We are caught red-handed with the goods! We 
have always maintained that when one makes a mistake, 
in order to be honest, he should immediately admit the 
mistake. Strange to relate, not a single hardware man 
except Mr. King so far has written about this error. I 
have checked Mr. King back. I have looked up the author 
of “Eminent Victorians” and “Queen Victoria” and I 
find that these interesting books were written by Mr. 
Lytton Strachey. They were not written by Mr. John 
St. Loe Strachey, the editor of “The London Spectator.” 
These two distinguished writers, I am advised, are second 
cousins. 





.s-¢ «¢ 


Here is Mr. King’s letter: 

“In order to prevent any dissension in the 
Strachey family, I would warn you that ‘Eminent 
Victorians’ and ‘Queen Victoria’ are usually ascribed 
to Mr. Lytton Strachey. This need not, however, 
detract from the acknowledged genius of Mr. John 
St. Loe, whose work with the ‘Spectator’ has gained 
him so many friends in this country aud it is prob- 
ably a regrettable thing that this magazine appeals 
more to me than does the HARDWARE AGE. 

“T believe your idea of discussing varied topics out- 
side the sphere of business is excellent. It may 
stimulate in some of your readers a desire to explore 
a new field more vast in its possibilities than is the 
hardware business.” 

Please note the delicacy of Mr. King’s words: “ ‘Emi- 
nent Victorians’ and ‘Queen Victoria’ are usually ascribed 
to Mr. Lytton Strachey!” Mr. King may now criticize me 
for publishing his letter. How is it possible for him to 
prefer “The London Spectator” as a provider of intellec- 
tual pabulum to the HARDWARE AGE? Has my uplift 
work been in vain? 

* * a 


I grieve for the error I have made. I am especially 
sorry, for I had copies of this article mailed to Mr. Nich- 
olas Murray Butler and Mr. John Loe Strachey himself. 
In due course, I will no doubt hear from these gentlemen. 
Anyhow, there is a silver lining to every cloud. If I had 
not made this error, I would not have heard from Mr. 
King. I look forward to the interesting communications 
that will come from the editor of “The London Spectator” 
himself as well as from the president of Columbia Uni- 
versity. I wonder what they will do to me! At least, 
I will add to my collection of distinguished autographs! 


* * ° 


Then in my mail comes a poem. It is typewritten on 
one sheet, but at the bottom, in a handwriting with which 
I am very familiar, are the words: “Compliments of X YZ.” 
Here is the poem: 


“King Davy and King Solly 

Were drinkers most of their years. 
They had a deal of pleasure 
Gurgling down their wines and beers. 


+ 


But in their latter days 
Their tummys got worn out, 
Old Dave he had dispepsy 
And old Sol he had the gout. 


’Twas then you should a heard ’em 
Dam the evils of strong drink 
With their mouths still a waterin’ 
And their tummys on the blink. 


’Tis easy ’nuf to lecture 
Tellin’ others what to do 

When you’ve ‘had yours’ without limit, 
But your tummy, well, it’s through.” 


Well, well, I might write an essay on this poem. I 
might draw the moral as to why “their tummys got worn 


out!” 
+ » . 


Now, this is how I happened to get so far off the trolley 
in that Strachey article: At that dinner, there happened 
to sit next to me a gentleman who, from his conversation, 
knew a great deal about everything. I asked him if this 
Strachey who was speaking, the editor of “The London 
Spectator,” was the author of “Eminent Victorians,” and 
he told me he was. So this is my alibi. It is my story 
and my explanation and I proposed to stick to it! Of 
course, I know the moral of this story is that no one 
should write any such statement without looking up the 
facts. There is my weakness, but you see, just like you 
and everyone else, I get away with murder so often that 
I simply became careless! 


* * * 


Here in New York, in the editorial office of a big news- 
paper, there are some signs on the walls for the guidance 
of the reporters. One of the signs reads: “ACCURACY, 
ACCURACY—AND STILL MORE ACCURACY.” An- 
other sign, right next to this one, reads: “BREVITY, 
BREVITY—AND STILL MORE BREVITY,” On other 
signs there are certain expressions that reporters should 
avoid—certain words they should cut out—certain adjec- 
tives, such as “wonderful,” “great,” etc., also the expres- 
sion, following a man’s name, “than whom ;” for intsance, 
“Mr. Smith of our town, than whom there is no more pop- 
ular gentleman.” Have you ever noticed in the daily 
papers of small towns how the writers simply cannot get 
away from that “than whom?” 


* * * 


I had luncheon at the Engineers’ Club this week with the 
general manager of the HARDWARE AGE. He told me that 
editorially, I am treated with far more consideration than 
I deserve. In other words, up on Thirty-ninth Street, 
they give me plenty of rope! This reminds me of the time 
when the young people at our church were rehearsing for 
a play. One little girl had been left out of the cast. She 
insisted that she wished to take part. “But,” said the 
stage manager, “we have no part. Everything is taken.” 
“Well,” the little girl replied, “you might let me in the 
play as ‘The Idiot Child.’” “But,” asked the stage man- 
ager, “what has ‘The Idiot Child’ to do with the play?” 
“Oh, nothing,” said the little girl. “That’s just it. She 
is on the stage all the time, says what she pleases about 
everybody and no one pays the slightest attention.” She 
a ' part and, strange to say, she made the hit of the 
show 
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This article is merely to fill in and take up time while 
diagrams and cuts are being prepared for my next article 
on a comparison of how the average business man in the 
United States uses his time in 1925 as compared with the 
average business man in 1900. I think it is going to be a 
very interesting article. However, as I sometimes say 
when I tell a story and the point is slow in getting over, 
“Well, the next time I will draw a diagram.” I would 
have published said article this week but it takes more 
time and thought to draw diagrams than it does to dic- 
tate, so the article must wait for next week. When you 
read the article, if you are a buyer I wish you would 
check up how you use your time and what you do with 
your hours of work as shown on the graphic charts. If 
you are a salesman I want you to check back exactly how 
this analysis of our time and how we use it strikes you 
from the standpoint of the man trying to sell something 
to the other fellow who never has time to. listen to his 
thrilling and engrossing sales story. 

ao * * 


Apropos of my recent articles on present conditions, 
Mr. Lionberger writes me, under date of Nov. 27, 1925, 
as follows: 

“T have an astounding bit of information for 
you. It comes from one XXX, of XXX (a large 
Western city.) I give you the address so if you 
wish to get at first hand what I am going to give 
you at second hand, you can communicate with him. 
He used to know you. He was in the hardware 
trade and traveled for Simmons for many years. 
He now covers in the hardware trade for some other 
big house, about the eighth Federal district. This 
is the sum of what he said: 

“ ‘There isn’t a solvent merchant in my whole ter- 
ritory! The countryside has gone mad. Tramps 
use Fords, Ford men Studebakers, etc. Everything 
is bought on time. The hand-to-mouth buying, as 
they call it, of this district is due to the fact that a 
man’s credit is narrowing as his payments become 
less numerous. Every little town has a country club 
and a golf course. If you call on an employer at 
three o’clock in the afternoon, he’s at the club. And 
everybody owes money.’ One fact which he com- 
municated to me I confirm: he said that a little while 
ago he used to be hunting for a place to live in 
XXX and that all the ‘For rents’ might be contained 
in half or three-quarters of a column. Thanksgiv- 
ing Day I counted the columns; there were 21. A 
real estate agent told me that you could get four 
months’ rent for nothing if you’d only consent to 
occupy some of the apartments for rent. There 
were few houses for rent, but many, many apart- 
ments. Nevertheless, the building boom is _ not 
checked. 

“By the way, this young XXX greatly admired 
your letter in the HARDWARE AGE, and rushed up to 
me because he said he found that you and I were 
the only two people in the United States who seemed 
to agree with him, except a lot of confidential mer- 
chants who wished an extension of time.” 

* * * 


Then, one of our own salesmen, who happens to have 
read my article entitled, “WATCHMAN, WHAT OF THE 
NIGHT?” writes that in a certain Western mountain 
State where he is traveling there have been 37 bank 
failures in the northern part of the State. Another sales- 
man writes from a well known town in Iowa where there 
were eight banks that there have been six failures—only 
two banks left in the own. 

* * * 


Mr. W. B. Wason, a hardware merchant of Delphi, Ind., 


writes as follows: 

“T have just finished reading your ‘Watchman, 
W of the N?’ in HARDWARE AGE and I not only think 
it is a splendid article but am banking on it being 
a real vision & if same don’t come true I will be 
more surprised than even you will be. 

“According to the Gov. report the business of this 
country amounts to 35 Billion a year and out of 
this amount 8 Billion are on the installment plan, 
which amounts to almost 25% of the whole business 
being done on hope, with nothing back of it but sheer 
luck that they will keep their jobs, health & life & 
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when you see all the $4,000 houses that have been 
built to sell at $10,000 to people that still belong to 
the $4,000 class, something will fall some day with 
that ‘dull sickening thud’ you have heard about & 
all the satisfaction we will have is ‘I told you so.’ 

“So far we have been lucky & 1893-1907-1920 have 
been only lessons for us & am hoping the next one 
won’t treat us any differently. 

“Again thanking you for the article, I remain, 
etc. ere 
One of my correspondents writes that the bank in their 

town have only $40,000 in cash on hand while they have 
$1,500,000 loaned on call in New York City. 


* * * 


It was very comforting to read President Coolidge’s 
Thanksgiving address. We, in this nation, ceftainly have 
a great deal for which we should feel thankful. There is, 
however, only one trouble with most of the thinkers in 
Washington and here in New York. Most of us get our 
salaries in cash in our pay envelopes every week, no mat- 
ter what happens out West. Almost all of our business 
here in the East is done on a cash basis. In the wheat 
belt, merchants, before making commitments, may think 
a little bit about the condition of the wheat crop and the 
price of wheat; so also’ in the corn belt; so also in the 
cotton-growing States; in the cattle and sheep section 
there is naturally some talk about the price of cattle, the 
price of sheep and the price of wool, but here in the East 
we live on a cash basis. Hardly any of us knows our 
next-door neighbor. We do not know him and we do not 
want to know him. Here in New York City, as we do 
not know each other, possibly credit is just a little tighter 
than anywhere else in the country and very likely the pro- 
portion of cash in business is much higher than any other 
section. I remember when I traveled out West that one 
of my customers became very slow pay. I inquired why 
and his reply was, “J guess the trouble is that I know too 
many people too well!” 

* * 

Now, I notice in the real articles in the HARDWARE AGE 
that the retail hardware trade have two serious problems. 
The greatest of these is COLLECTIONS and the next is how 
to get and keep good clerks. The whole point I am driving 
at is that some of these New York letters on conditions, 
and even some of the utterances from Washington, must 
be taken with a grain of salt because, when a man’s salary 
is safe and sure, when he gets his every week or every 
month in cash, he is just a little inclined to be an optimist 
—just a little! 

* * * 

We all know that our business economists frequently 
get the cart before the horse. They will say, for instance, 
that when Wall Street booms, when prices advance, it 
means good business. So the man in the West watches 
Wall Street when he desires to prophesy as to the future. 
However, as a matter of fact, the country does not follow 
Wall Street but Wall Street follows the country. If I 
should have the temerity to set myself up to prophesy 
the future, I think, instead of studying Wall Street, that 
I should carefully study conditions all over the South and 
West. This is just what I have been doing and this is 
why, for the life of me, I cannot get “all het up” with en- 
thusiasm over the present situation. There are too many 
signs of squalls on the horizon and the greatest of these 
is extravagance and reckless buying on the part of the 
masses. 

+ + * 

Since my article on conditions, written exclusively for 
the HARDWARE AGE, I see a number of bankers have 
popped up all over the country and are talking about the 
dangers of instalment sales. 

* * * 


But to cap the climax, a catalog came to my home the 


other day from a mail order house in Chicago. This cat- 
alog was full of Christmas goods, housefurnishings, toys, 


eeeene 





(Continued on page 96) 
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Lambert's Attractive Tool Display 


7 
“ 


A floor show case devoted to tools usually de- 


generates into a sort of a catch-all for miscella- 
neous stock and even at its best it is hard to 
make an attractive display when the merchandise 
is merely laid flat on the shelves and floor of the 
case. In addition such a display is almost im- 
possible to see unless one stands close in front 
of it and looks directly down on it from the top. 
However Phillip T. Lambert, of Kankakee, III., 
has hit upon a simple methed of overcoming all 
these objections to using an ordinary floor case 
For tool display. By taking pieces of wall board, 
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cut to fit and painted a bright orange and ar- 
ranged at an angle running from the front of 
the case at the bottom to the back at the top, he 
has made possible an attractive and easily seen 
display. The tools, themselves, are fastened to 
the wall-board in rows, by fine wire and the space 
in back affords ample room for surplus stock. 
The bright color of the display boards adds ma- 
terially to the appearance of the store and at the 
same time makes each individual tool shown stand 


out in bold relief. 








Store Meetings 


N many hardware stores throughout the country, the store meeting is an estab- 
lished institution that has demonstrated its effectiveness as a means of stimulating 
the interest of the hardware retail salesman in his daily duties. HARDWARE AGE 

would appreciate hearing from merchants who have made use of the store meeting, to- 
gether with some remarks on the mode of procedure adopted and the results obtained. 


We will pay for all letters published. 
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The Hardware Clerk as the 


Boss Sees Him 


Clerks Are Hurting 
Themselves 


7 OU ask us how we solved the 
, ‘Inefficiency of Clerks’ prob- 
lems. We haven’t. But we 
have tried a great many ‘experiments’ 
to try and make the clerk see how badly 
he is hurting himself. To make it a 
personal -problem, does partly make 
them realize that they are running 
even a greater danger than we are. 
We can ‘fire them’ but they can’t al- 
ways break these ‘inefficiency-habits’ 
so easily. 

“A great many times it is the fault 
of their ‘boss.’ We change managers 
(interchange them in our _ stores), 
which tends to wake them up some. 

“The inefficiency problem will always 


exist as long as humans are human.” 
F. D. 





Responsibility Increases 
Efficiency 


66 E believe that the human 
\ \ element is the dominating 
factor in merchandising to- 
day and therefore the hiring and 
training of our salesmen should be 
done just as carefully as we take in- 
ventory of the merchandise every year. 
To eradicate the ‘efficiency’ we there- 
fore have a definite thorough under- 
standing of what we expect in a sales- 
man at the very start, going into de- 
tail with him in regard to the policy 
of the company and other different 
standards he has got to live up to. He 
is then watched carefully for thirty 
days and if he doesn’t fit into the 
mental attitude of our standards of 
efficiency in ability and action we get 
rid of him at once. 

“To the man we keep we believe in 
shouldering upon him some definite re- 
sponsibility. In living up to this re- 
sponsibility he becomes more efficient. 

“The next step is a personal talk 
from time to time criticising and prais- 
ing what he is doing to carry on the 
business of the company. We try, in 
other words, to put over the idea that 
whether he is a delivery boy or a de- 
partment manager he holds an impor- 
tant place in the organization of our 
company, in giving service and in mak- 
ing for a thorough efficient organiza- 
tion. We try to make each man feel 
that responsibility. 

“In closing, may I say that we are 
greatly interested in these inquiries 
that come from you from time to time 
and that we as a company gain much 
from reading the results of these in- 
quiries. Wishing you every success, 
we beg to remain, M 


Our Best Men Earn Stock 
E have given three of our 
best men a chance to earn 


WW 
stock in our store. 

“The enthusiasm they display is con- 
tagious. 

“All our men know that they are in 
line for this advantage as soon as we 


think they earn it and it helps to keep 
them on their toes.” é. BD. F. 














Let Us Hear from You 


E present herewith 

letters dealing with 
the efficiency of hardware 
clerks, evoked in response to 
the query, “Are Inefficient 
Hardware Clerks Your Great- 
est Problem?” 





The problem of securing 
efficient hardware help is a 
serious one, and in these let- 
ters hardware merchants will 
| find food for much sober con- 
sideration. 





HarpWARE AGE wants to 
hear more from its readers 
on this subject, for it is a 
vital one affecting the wel- 
fare of the entire hardware 
business. 





_ We will pay for all solu- 
_ tions published. 














We Give the Clerk a Square 
Deal 


66 EPLYING to your query in 
RR tasowane AGE in regard to 
solving the problem of ineffi- 

ciency in clerks: 

“This has not been a serious prob- 
lem with us, as on the whole we have 
been successful in keeping a very satis- 
factory force. We do not know just 
how we have been able to do this, but 
our policy has been to employ men of 
experience and proved ability and pay 
them a salary in proportion to the ser- 
vice which they are able to render. 


Wherever it is possible, when we have 
a man that we are anxious to keep in 
our organization, we do everything 
possible to make the position attractive 
to him and try to make him take a 
financial interest in the business and 
help him to finance such an invest- 
ment.” L. B. T. 





More Efficiency Employers 
Will Help 


66 E wish to say that ‘ineffi- 
ciency of hardware clerks 
and office help’ is also one of 

our problems and one that has not been 

solved. 

“But the writer will have to admit 
that if he were more efficient himself 
he would have a right to expect more 
efficiency in his clerks and this being 
the case, we expect to begin with him 
first and then work all along the line 
to overcome the evil of inefficiency. 

“As we are located in a small coun- 
try town no doubt this is less of a 
problem with us than with those who 
have to employ a number of clerks, but 
we suspect that some others who are 
trying to solve this problem would find 
it a help if they would begin with the 
manager first.” | ee 





Willing to Try Profit Sharing 


6¢ Y principal trouble is poor 
fi salesmanship. Clerks are not 


personally interested enough 
to work as they would work for them- 
selves ‘to make the sale. I would be 
pleased to learn of any successful plan, 
on a salary and commission, or on a 
profit sharing basis, that I could use. 
I employ two clerks. Also a number 
of workmen and office help. I had in 
mind sharing with clerks only.” 

C. E. T. 


Apply the “Golden Rule” 
More 
* Boars a hardware clerk has al- 


ways had a great appeal to me 

ever since I was a kid and 
naturally I hold a great deal of re- 
spect for the men and boys that are 
with me. 

“I place the utmost trust in my boys 
and I do not believe in following all 
the rules laid down for successful mer- 
chants, such as the customer is always 
right, etc. 

“But getting right down to hard 
facts, don’t you really think that if 
there was a little more of the old 
Golden Rule practiced by men that a 
lot of these so-called problems would 
not exist.” E. J. F. 
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How Walmer’s Table 


LATE glass doors on roller bearings no 

longer screen wall cases containing fine pre- 

cision instruments and other interesting 
builders hardware in the Chas. W. Walmer store, 
Wilkinsburg, Pa. 

Similarly, two long modern counters, one on 
each side of the 100-ft. room, have gone. They 
no longer say to the customer, “No farther; see 
from where you are.” Instead, are two wrap- 
ping desks, one on each side, at the rear. These 
days, customers entering either front door have 
unobstructed views of the entire floor and unhin- 
dered access to each and every item that can be 
put out. There are 39 tables, some longer than 
others, set in four rows, and loaded, with due 





sense of proportion, with every item of a large. 


hardware stock that ingenious salesmanship can 
put on display. 

Tables are set in trays of standardized block 
bottoms with specially-cut plate glass sides, bot- 
toms and glass being adjustable. Four wide, 
comfortable aisles run full length of the store. 
Numerous similarly comfortable aisles run cross- 
wise, affording ample space to walk around the 
four sides of every display table. Neat price 
tags in large readable type are attached to every 
tray. Few customers need to ask questions. 
Goods sell themselves. 

The store gives one the feeling of a mammoth 
ten-cent store made over into a huge hardware 
business. Illumination, just right, sheds glows 
that remind one of a hardware exhibit at exposi- 
tions in the recent past. Although, it is not 30 
days since Walmer’s made the change, it is already 
an assured fact that the wide aisles and number- 
less household and other articles of the hardware 
art are going to draw a constant stream of new 
customers. 

The long right and left walls have had atten- 
tion from the engineer who designed the floor 
plan. Interesting changes are promised for them. 
For example, the usual numberless drawers in 
the long cabinet reaching half the length of 
the store, containing small hardware, are to have 
a new type of display door in sections, to replace 
the “lumber” or confusing maze of pieces and 
parts. The front half of that wall was covered 
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Displays Increase Sales 


up with plate glass doors. They are gone. 
Walmer and the engineer decided they were out 
of step with hardware retailing progress; in their 
places at the back are big mirrors that make 
every plane, saw, chisel, calipers, or other good- 
looking hardware stand out as if it had person- 
ality. The counter is out of the way and Wal- 
mer’s customers now saunter along those cases 
and see for themselves instead of having to take 
the time of a salesman, often a busy one, to 
answer questions that had nothing to do with 
any immediate intention to buy. Already the 
saving in clerk time is justifying the jerking out 
of a long counter that was principally a bar in 
the way of well-meaning patrons of Walmer’s 
business for many years. 

The rear half of the left side is the usual small 
hardware drawers containing bolts, screws, locks, 
hasps and what not, as found conventionally in 
all good hardware stores. Walmer may do some- 
thing with these relics of ye olden time if he sees 
something even as good that doesn’t cost too 
much. 

The front half of the right side of the room 
is an art gallery of electrical goods, lamps, shades 
and limited table sets in front of big plate glass 
mirrors that line the back walls of cases that for- 
merly had ball bearing plate doors. They are 
gone like those of the other side. The counter, 
too, is gone, and in its place, as on the other side, 
is a big wide aisle, full length. Patrons may 
look leisurely to the right and left. On the other 
side, they look to the left, then the right. 

The rear half of the right wall is paint for 
50 ft. deep and 15 high, or 750 sq. ft. of paint 
display, in good-looking cans of assorted sizes. 
Every label is clean and attractive. Walmer 
admits he’s a fiend for clean labels and otherwise 
attractive stock, and most people believe it. 

Across the room at the extreme rear with a 
depth of 25 ft. is a mezzanine floor where are 
desks and other office equipment. Here, his 
bookkeepers hold forth. His desk is here, and 
those of his brothers, Harry and Ed. Salesmen 
display the contents of their cases here. A wide 
center stairway leads to this office stronghold 
from the floor below. 





4-8" 











HARDWARE AGE 


December 10, 1925 
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Under the office mezzanine are the loading 
rooms where trucks back up. A freight elevator 
to the basement below and the two floors above 
is here. All loading and unloading of trucks is 
done under cover, and goes on indifferent to any 
storm that may be playing havoc outside. 

Before taking up the new floor plan in detail, 
it might be interesting to record that 1500 pieces 
of plate glass for the display table sections were 
required. There are 40 big mirrors for the backs 
of wall cases. Washing machines are standing 
on 3-in. platforms, from which they can be seen 
from any part of the floor. And, last but by no 
means least, judging by his enthusiasm, are 
eight plate glass signs 38 by 14 ins., illuminated, 
hanging from the ceiling at appropriate places. 
These call attention to Builders Hardware, 
Paints, Fancy Goods, Tools, Cutlery, Electric 
Goods, Gas Ranges, and Toys in the basement. 

Walmer paid approximately $4,000 to make the 
change, but he is now displaying twice the num- 
ber of pieces on slightly more floor space than 
originally. planned for table display, with this 
additional advantage that his customers may 
pause and look anywhere in the store without 
being jostled ordinarily by either rushing clerks 
or other customers. He maintains goods prop- 
erly displayed with prices in full convenient view, 
even in a hardware store, should as easily sell 
themselves as the numerous articles of the mod- 
ern ten-cent store. The engineer who designed 
the floor arrangement of display tables was for 
many years in similar capacity in a well-known 
system of ten-cent stores. He predicts that many 
lines of retail stores will come to the selling psy- 
chology of ten-cent stores. He confidently pre- 
dicts much wider use of display tables and a con- 
sequently vastly higher evaluation of floor space 
in all lines of merchandising. 


“T see,” suggested Walmer, “that people accus- 
tomed to carrying home articles they have picked 
up on display tables in ten-cent stores may quite 
easily be led to do similarly in other stores.” He, 
therefore, looks for some relief from the heavy 
delivery overhead that is harrowing to the aver- 
age hardware merchant. “I am not making any 
sure prophecies,” laughed he. “I’m just expectin’.” 

He has three big front show windows. For- 
merly, he has tied window displays to his news- 
paper and other printed advertising. He is now 
tying the window to the advertisement, and the 
front tables to the windows. The wrapping 
tables at the back have been placed with a view 
to getting customers to go full length of the room 
to get packages, for obvious reasons. 

In the floor plan, it will be seen that all tables 
are placed with a view to getting around all sides, 
except possibly the narrow ends. For example, 
as a customer enters the store, he first comes 
to four tables in the form of a 7-ft. hollow square. 
They exhibit thermal ware and camp kits. These 
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being seasonal, the winter and fall exhibits will 
be different. These are group A. The next 
group B—eight of them—are arranged in a long 
hollow rectangle. Electric goods are admirably 
displayed. The inside small aisle is wide enough 
to accommodate several shoppers. Group C—six 
7-ft. tables in a smaller hollow rectangle—show 
Builders Hardware. The far end one is used for 
wrapping parcels. 

The middle tier is composed of groups D and 
E. A pleasing stairway to the basement takes 
the place of a table. Back of it, with adequate 
room between, is table D of eight units, two 614 ft. 
tables across the ends and six eights, with radia- 
tors occupying the inside aisles. Fancy goods, 
pyrex and miscellaneous hardware are displayed 
interestingly. E consists of 3-in. platforms for 
washing machines, desk phones and a cashier’s 
table. 

On the extreme left, the first group of four 
6-ft. lengths—in hollow square arrangement—is 
an ideal electric lamp display. Group G, the next 
one back, is another hollow rectangle of two 
7-ft. lengths and six eights. Fancy goods, dishes 
and attractive stoneware catch the eyes of men 
as well as women. H is a different arrangement 
to break any seeming monotony. Two long ones 
and two short 7-ft. lengths, in hollow square. 
Paint brushes, tinware and aluminum ware, 
and the like are to be seen here. As on the 
other tables, there are numerous small trays set 
in with plate glass walls, each filled just right 
with its particular article and a price tag sitting 
up straight at the back in good light. The end 
table of H is the other wrapping desk. The stair- 
way to the mezzanine in exact center at-the back 
completes the picture. 

An old counter cut to 12 ft. beside the stairway 
at the back occupies otherwise unused space. 
Heavy screen cloth and similar goods repose back 
of this last table. 

It is too soon to predict all the merchandising 
benefits of so radical a lay-out, in the opinion of 
Mr. Walmer. He is confident of several things. 
It spells the solution of slow-moving stock. It 
also is going to improve buying from the deal- 
er’s angle. A glance as he walks down the aisles 
any business hour tells him what is moving and 
what not. In that connection, he sees great per- 
sonal relief in not having henceforth to stoop, 
open up, and pry into deep drawers, dark under 
counter cupboards and such places, to see how 
much of this or that is on hand. He expects his 
display tables to give him that cue. 


He is confident that customers will now carry 
many things in ten-cent store fashion that they 
have left to be delivered with its multitude of 
worries and increasing overhead costs. He will 
be surprised if he does not cut off two trucks 
before the end of the first year, judging by recent 
experiences. 
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HY do men engaged 

in other lines think 
that the retail hardware 
business is the best ever— 
soft pickings? 

True, it’s a good business 
—mighty good. Hardware 
is staple merchandise, sub- 
ject to little fluctuation. It’s 
not, as a rule, perishable, or 
subject to deterioration by 
change of style. 

But just the same, points 
out Mr. Sprague, just the 
same the hardware business 
is no picnic. By no means 
can it be considered Utopia. 
What success it has attained 
hasn’t come naturally; it has 
come through cooperation 
and hard work. 











Y introduction to actual busi- 

ness life came in the shape of 

a summer job in one of the 
two shoe stores of my native village. 
One the personal side, my employer, 
Mr. Blank, was a most estimable man; 
but as a business executive he was 
hardly up to accepted standards. Mr. 
Blank loved his ease. He had a horse 
and buggy that he used for morning 
drives; he seldom reached the store be- 
fore ten or eleven o’clock; and during 
hot afternoons he would stretch him- 
self on the wide wall counter and take 
a nap. Naturally, Mr. Blank’s affairs 
did not overly prosper. On the first 
of the month when the store rent fell 
due, or when the bank runner would 
bring in drafts from wholesale houses 
that he was not prepared to pay, Mr. 
Blank would say, bitterly: 

“There’s nothing to this shoe busi- 
ness. I wish I was in the hardware 
line instead. By gum, that’s a line 
where there’s real money!” 

In a long experience among retail 
merchants I have heard many express 
the same sentiments as Mr. Blank. 
The hardware business seems to be 
the one line of retailing that merchants, 
as well as other men, regard as ideal. 

What kind of a business is this line 
that seems so desirable? Is it as good 
as it seems? 

If it is operated on the right prin- 
ciples, the retail hardware business 
actually is good. It deals in mer- 
chandise that every class of people 
must have; and therefore it isn’t overly 
subject to the fluctuations of good and 
bad times. It deals, also, with many 
lines of semi-luxuries; so it lends itself 
readily to expansion through salesman- 
ship and suggestion. Almost none of 
the merchandise handled by a _ hard- 
ware dealer is perishable or subject to 
deterioration by change of style, If 
any line fails to move during one sea- 


*Reprinted from Business, a magazine 
p’bhiished by the Burroughs Adding Ma- 
chine Co. 
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Adventures in 


Retailing” 


Hardware 


By J. R. 


son, it likely will move a year hence. 

Just the same the hardware business 
is no picnic. My old friend Mr. Blank 
probably would have found it just as 
hard to pay rent and _ wholesalers’ 
drafts in a hardware store as he did 
in his shoe store. Of late years espe- 
cially- hardware merchants have been 
subiected to the keenest sort of outside 
competition, as the ten-cent stores have 
invaded the hardware field, as the 
house-furnishing sections of depart- 
ment stores have expanded, and as 
drug stores and novelty stores have 
berun to diversify. 

During the early part of last year 
I was asked to conduct some trade 
investigations in the interest of the 
National Hardware Association. I 
visited the hardware retailers of five 
States. And as a result of this ex- 
perience I came to the conclusion that 
the generally good conditions in the 
trade are largely the result of intelli- 
gent cooperation. 

Ordinarily a stranger walking into 
a man’s store to ask questions meets 
with considerable reserve and some- 
times coldness. But on this trip there 
was not a single merchant, after I 
explained what I was doing, but who 
answered all my questions frankly; 
and many of them voluntarily opened 
their books to explain the most inti- 
mate details. A number offered to 
take me out and introduce me to their 
competitors. Everywhere there seemed 
to be the feeling that if I discovered 
anything constructive the information 
ought to be passed on for the general 
good of the order. I comnvlimented 
one Pennsylvania dealer on this esprit 
de corps; his reply was worth the at- 
tention of merchants in every line. 

“Tt’s only self-preservation,” he said. 
“It’s no good for me if my com- 
petitor goes broke, because someone else 
would surely take his place; and mean- 
while the bankrupt stock thrown on the 
market would disorganize the market. 

“But there is a still greater reason 
why competitors in our line ought to 
compare notes and pass on to each 
other information making for efficiency. 
Let us say that if we know our busi- 
ness, our average overhead is twenty- 
two per cent. At that figure we can 
hold our own against the competition 
of the house-furnishing stores and other 
‘outside’ dealers. But suppose one of 
the hardware men decides to hog all 
the business in town and starts all 
sorts of extravagant practices such as 
unnecessary deliveries, over-liberal 
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credits, and all that sort of thing. 
What happens? Simply that in self- 
protection all the other hardware men 
in town do the same thing. Pretty 
soon our overhead expense jumps from 
twenty-two to thirty; and _ presto! 
the department store, the novelty store, 
the ten-cent store, which is waiting 
for just this situation, begin to under- 
sell us in our own lines, 

“The public gets the idea that the 
exclusive hardware store is an ex- 
pensive place and passes us up alto- 
gether. Pretty soon there wouldn’t 
be any hardware stores!” 

There are in the United States about 
40,000 dealers listed as hardware 
merchants; but competent authorities 
estimate that only half of these really 
merit the term; the others being more 
accurately specialty shops. In an ever- 
age town of say ten to twent-five thou- 


sand population, with a _ reasonably 
good farming country as a_ back- 
ground, a_ representative hardware 


merchant must carry a stock of goods 
invoicing anywhere from $20,000 to 
$40,000. Some dealers get along on 
an annual turnover of two and one- 
half; but some of the more active at- 
tain a turnover as high as six times. 

Credit terms are not as long as in 
some other lines, being generally 2 per 
cent 10 days, 60 days net. Formerly 
there were numbers of long-credit job- 
bers who sold terms instead of mer- 
chandise; but these virtually have dis- 
appeared, as the trade has educated it- 
self to more economic methods. A 
peculiar feature of this shortening of 
credit terms is the fact that the re- 
tailers themselves, through their State 
and national associations, have been 
active factors in bringing it about. 
Again it is an instance in which the 
ever-present menace of the department 
stores’ house furnishing departments 
and competition of the chain stores 
have warned the trade against ex- 
travagant practices that tend to in- 
crease the overhead. 

So strong is this idea of economy as 
a protection against outside competi- 
tion, that at present there is consider- 
able agitation in the retail trade over 
the matter of the increased expense of 
the jobbers! A representative retail 
hardware stock contains a great num- 
ber of items—anywhere from 4,000 to 
6,000—and hence the jobber is a very 
necessary factor in the trade; for 
manifestly on such a multiplicity of 
items, the retailer cannot do business 
direct with the manufacturer. In 
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some of the large centers where whole- 
sale competition is keen, jobbers have 
inaugurated truck-delivery services, a 
feature that is convenient for the re- 
tailers; but many of them claim it is 
too costly for true economy. Half a 
dozen retailers have pointed out to me 
that where this sort of service is main- 
tained the jobber’s overhead is almost 
as much as that of the retailer. 

Of course, the jobber’s answer is, 
that if the retailer would confine his 
purchases to fewer houses and buy in 
larger lots, frequent deliveries would 
not be necessary. The jobber also 
claims that while his own overhead 
may be high, he is rendering a service 
to the retailer in making it possible 
for the latter to operate on a smaller 
stock. 

One wholesale firm that I visited in 
a New England city has taken the bull 
by the horns and inaugurated an en- 
tirely new system. This firm formerly 
had on its books the accounts of about 
1400 retailers; an analysis revealed 
that about one-half the accounts were 
carried at a loss. These were accounts 
in which the annual purchases were 
not great enough to justify the ex- 
pense of getting the orders. Some 
were in towns more readily covered by 
wholesale houses in cities nearer by; 
others were the accounts of merchants 
that had contracted the good-natured 
habit of buying a little from every 
salesman that came along, thus giving 
no one salesman a sizable order; still 
others were the accounts of merchants 
who frankly used the wholesale house 
as a convenience and placed their 
regular orders elsewhere. 

The wholesale firm wrote each of 
these merchants a candid letter ex- 
plaining that it appreciated his busi- 
ness, but that unless the volume could 
be increased, it would be more econom- 
ical for both sides to discontinue re- 
lations. Where the merchant was 
situated in a town more accessible to 
some other wholesale market, the firm 
advised him to transfer his purchasing 
to that market. To all the others the 
firm announced that if they would in- 
crease their volume of purchases to 
a certain yearly amount, they would be 
granted a worthwhile discount. 


BUSINESS 


The operation was drastic; but it 
succeeded. Recently one of the part- 
ners of the firm said, that although 
some 700 accounts had been lopped 
off, the remaining 700 were producing 
a bigger volume than the former 1400 
—and that there had been an encour- 
aging increase, also, in the firm’s net 
profit. 

Where a trade is committed to 
economy, there is, naturally, a tendency 
to overdo; and several well-informed 
hardware retailers have told me they 
believed some of their fellow dealers 
were overdoing. When a few years 
ago the government began to stress 
the economy of standardization, the 
hardware trade took to the idea en- 
thusiastically; for in almost no other 
line was it necessary to carry in stock 
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such a variety of items. Manifestly, 
if a hardware merchant could limit his 
stock of hammers to ten different 
styles instead of twenty-five, and still 
suit his customers, his investment was 
less and his turnover greater. From 
that premise it was easy to come to the 
belief that all problems could be solved 
by faster turnover. Recently a promi- 
nent Western hardware retailer said 
to me: 

“IT don’t know who started all this 





HY do the retail 
hardware dealers 
stick so closely together? 
Mainly for self-protection. 
Says a Pennsylvania 
dealer, “Suppose one of our 
hardware men decides to 
hog all the business in 
town, and he starts all sorts 
of extravagant practices— 
unnecessary deliveries and 
soon. In self-protection all 
the other hardware men in 
town do the same thing. 
Pretty soon our overhead 
jumps from twenty-two to 
thirty; and presto! the de- 
partment store, the novelty 
store, and the ten-cent store, 
which is waiting for just 
this situation, begin to un- 
dersell us in our own lines. 
“The public gets the idea 
that the exclusive hardware 
store is an expensive place 
and passes us up altogether. 
Pretty soon there wouldn’t 
be any hardware stores.” 











boosting of turnover. Maybe like a 
lot of other cure-alls it came from 
certain well-meaning theorists.. But 
anyway, the idea is good if for no 
other reason than that you can make it 
prove so much. For instance, I am 
told that instead of carrying a $30,000 
stock of goods and doing $100,000 
business a year, I ought to carry only 
$10,000 stock and then hustle hard 
enough to turn it ten times for a gross 
of $100,000 and thus make a lot more 
on my investment. 

“That idea works fine on paper; 
and if a merchant weren’t dealing with 
human beings it might work in prac- 
tice. Logically, if a woman customer 
comes into my store for a pair of 
dressmaking scissors and I show her 
two pairs that exactly suit her needs 
she ought to buy one of them. Then, 
according to our friends the theorists, 
I ought to order another pair from the 
wholesale house to replenish my stock. 
Thus, with an average stock of two 
pairs of scissors, if I sold one pair 
every week, I’d achieve a turnover of 
twenty-five times a year. 

“Wonderful! Only, it can’t be done. 
No customer is going to buy an article 
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when there are but two samples to 
select from. The lady would try my 
two pairs of scissors, both of which 
might be perfectly suited for her work, 
and then say she would think it over, 
after which she’d go to some other 
store where they’d show her a dozen 
pairs and there she’d buy. You can’t 
make salesmanship take the place of 
merchandise. If a merchant is work- 
ing on limited capital he is much 
better off to carry a few lines with 
good assortments in those lines, rather 
than to spread his capital over a lot 
of stuff and so deprive himself of an 
authoritative assortment in anything. 

“One day last month I went out in 
my car for a little ride and stopped in 
a town a dozen miles from my own, to 
chat with a friend who is a retail hard- 
ware dealer there, and who is all 
wrought up over the turnover idea. 
He was telling me how many times a 
year he had turned his stock since he 
had adopted scientific methods of buy- 
ing. I was just going to ask him how 
his gross business was faring when a 
customer came in and interrupted our 
conversation. The customer was a 
master painter who had just taken a 
contract to paint a couple of large 
farmhouses. Every farmer in our part 
of the country paints his house white 
with green trimmings, and the painter 
wanted to see about his materials. 

“My friend the hardware man said 
he’d be only too glad to supply the 
material. The painter then asked if 
the merchant had enough white paint 
on hand, because the job was to be 
started the following Monday and he 
didn’t want to be held up. 

““¢Oh, sure, I can fix you up all right,’ 
the merchant answered. ‘I may not 
have enough in stock right this minute, 
but you give me the order and ['ll 
telegraph right away for more. You 
needn’t worry but what it will be here 
on time.’ 

“The painter said politely that he 
guessed it would be all right but that 
the merchant had better not telegraph 
until he saw him again. He went on 
out, and pretty soon I left myself. 
When I got home the painting con- 
tractor was in my store buying his 
stuff. He had driven twelve miles to 
buy at my place because we had the 
stuff actually in stock. Since then I 
have wondered if my hardware friend 
over in the other town isn’t fooling 
himself. According to his conversation 
he thas increased his turnover from 
three times to five times a year, and 
thinks he has accomplished something. 
Just the same I’m willing to bet dollars 
to doughnuts his gross yearly sales 
aren’t what they used to be!” 

Just now the hardware trade is deep 
in a question that sooner or later will 
have to be faced by all other retail 
lines. The issue is installment-plan 
selling. Briefly, and using a fictitious 
product as an example, the plan as 
applied to the hardware business is 
this: 

Let us say the National Association 
of Barn Cupola Manufacturers de- 
cides that the farm owners of the 
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country should have more and better 
cupolas, and that the proper way to 
attain this end is to sell cupolas on 
installments through the retail hard- 
ware dealers. Cupolas do not come 
ready-made; the materials for their 
construction are handled by hardware 
merchants who in turn sell to 
carpenter-contractors. The cost of a 
cupola is about equally divided between 
material and labor. 

The representative of a cupola manu- 
facturer comes to a town and asks 
the leading hardware merchant to call 
a meeting of the carpenter-contractors. 
At the meeting the contractors are 
urged to go out among the farmers and 
solicit cupola jobs on terms of 20 
per cent down and the balance in ten 
monthly installments. When a _ job 
is finished, the farmer pays his 20 
per cent and signs notes for the bal- 
ance. The contractor keeps the money 
and takes the notes to the hardware 
dealers who furnished the materials. 
The hardware dealer pays the con- 
tractor the balance coming to him for 
his labor, then turns the notes over to 
a finance company and gets his own 
cash. The price of the job includes, 
of course, the finance company’s profit. 

On the surface the plan looks good 
all around. The farmer gets his cupola 
on easy terms and the contractor, the 
hardware man and the manufacturer 
get immediate cash. Yet in spite of 
its apparent advantages the retail 


hardware dealers of the country, 
through their national association, 
have decided against it. Here are 


some of the factors that contributed 
to this decision, as explained to me by 
a dealer who is prominent in associa- 
tion work: 

“The danger to the retailer as I see 
it, is that in such a plan the retailer 
is letting someone else run his business. 
The contractor bargains directly with 
the farmer. The retailer is drawn into 
the deal only because he has a stock 
of materials handy. 

“Now take my own case. Say I have 
worked up a good business on cupola 
materials during the past years be- 
cause I have handled a high-grade line 
and sold it at a fair profit. But if the 
contractor sells both labor and mate- 
rial to the farmer, he is going to have 
considerable to say as to what brand 
of materials he puts into the job. As 
competition grows keener he is going 
to look around to see where he can buy 
his materials cheaper, and the first 
idea that occurs to him will be to buy 
them direct from the manufacturer 
and save the profit of the middleman. 
Probably the high-grade manufacturer 
who makes the line that I handle will 
not sell him direct; but there will be 
others who will, and eventually the 
farmer will get a poorer grade of ma- 
terials in his cupola and I will sell no 
cupola materials at all. 

“You cannot let someone else run 
your business without suffering for it 
in the end, no matter how attractive 
the immediate profits may be. The 
finance company relieves you of chances 
of loss in the installment deal, because 
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you get your money right away and 
you don’t have to guarantee the farm- 
ers’ notes. But what happens then? 
The finance company collects from the 
farmer direct. If the farmer gets be- 
hind in his payments the finance com- 
pany goes right after him, which is 
perfectly natural, because it never ex- 
pects to do business with him again. 
If the farmer gets mad over the way 
he is treated, whom does he blame? 
Not especially the finance company, be- 





HARDWARE store, in 

earlier years, was not 
a mecca for shoppers. Hard- 
ware for gifts? Perish the 
thought. 

But to a great extent the 
situation has changed. De- 
cember, formerly the dullest 
month in the hardware year, 
now is a money - maker. 
W ide-awake dealers, at 
Christmas time, decorate 
their stores and advertise 
the fact that they, too, have 
merchandise that’s suitable 
for gifts. What more suit- 
able, they argue, than a gift 
of utility, especially in these 
days of high prices? They’re 
educating the public—and 
they're getting business that 
they used to miss. 











cause it is a far-away corporation and 
beyond his range. He blames the car- 
penter, perhaps, but not very much be- 
cause he looks on the carpenter as a 
workman only, and not responsible. 
But he does know that I was in the 
deal, and I am a responsible business 
man with a store full of goods and a 
reputation to uphold. I stand in his 
mind blamable for getting him into a 
disagreeable situation, and he refuses 
to come to my store for purchases of 
any kind. 

“Besides, there is a deeper reason 
why a merchant should decline to go 
into plans calculated to induce his 
consumer-customer to go more gener- 
ally into installment buying. No 
matter how it is figured, credit costs 
money. In the purchase of many 
articles—like farm tools or machinery 
—the cost of credit is justified because 
the buyer earns something from his 
purchase. But a cupola on his barn 
earns nothing, nor do a myriad of other 
things that are being sold nowadays 
on time payments. True, the notes 
that the farmer signs make it appear 
that he is paying only about 10 per 
cent more than the cash price. But 
in reality, counting his cash payment 
and the time allowed him on succeeding 
payments, he may be paying interest 
at the rate of 25 per cent!” 

I have devoted considerable space 
to the installment situation in the re- 
tail hardware business because, as I 
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have said, it is a matter that virtually 
every line of retailing sooner or later 
must face. That the national associa- 
tion of hardware retailers has gone on 
record as opposing a too-liberal ex- 
tension of credit speaks well for the 
foresight of its individual members. 
Recently I asked a hardware retailer 
why it was the failures in his line aver- 
aged less than in most other trades. 

“Because there is little in the hard- 
ware business to attract the fly-by- 
night gentry,” he answered. ‘“Whole- 
sale credit terms are stiff enough to 
keep out the fellows who try to start 
business on a shoe string; and compe- 
tition keeps the profits down to a 
point where only a pretty hard worker 
can hope to make any money. The 
result is that most of the men in our 
trade are a rather conservative lot, 
and a conservative man who works 
doesn’t often go bankrupt.” 

Yet conservative as the retail hard- 
ware business is, the past few years 
have seen the inauguration of an idea 
that has brought a great deal of extra 
business to the line—the idea of 
popularizing hardware items as gifts. 
Ordinarily a slogan does not mean 
much, but there are exceptions. “Say 
it with flowers” has brought business 
to the flower shops; and the hardware 
slogan, “Gifts of Utility,” has done 
the same thing for many hardware 
dealers. 

A dozen years ago the public never 
thought of the hardware store as a 
place to buy Christmas gifts; the 
month of December was, in _ fact, 
usually the dullest time of the year. 
Then some wide-awake dealers began 
to realize that when a great deal of 
money is being spent there is always 
a chance to divert some of it. Hard- 
ware men began to decorate their 
stores for the Christmas holidays and 
to advertise that they, too, had mer- 
chandise suitable for gifts. A curious 
feature of the past two or three years 
was the Christmas-gift sale of articles 
surprisingly commonplace and prosaic. 
Wrenches, saws, hammers, have been 
sold in large quantities by the simple 
expedient of putting them in holiday 
boxes. 

“I guess it is merely a matter of 
human nature,” one New York State 
hardware man told me. “If you act 
as if you expect people to buy, they'll 
buy. For several years I refused to 
change the appearance of my store for 
December; probably I thought it was 
beneath my dignity to fuss around 
with a lot of holiday gimcracks. But 
last year I let my son have his way; 
he spent some money in the news- 
papers, decorated the show windows 
with holiday goods in fancy boxes and 
set some tables piled with similar 


stuff in the front of the store. I 
hardly knew my own store! But the 
results? 


“Well, if you want to know the 
exact figures, on December 31 we 
had done almost exactly $8,000 more 
than during any other December in 
our thirty years in business.” 
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Composite Price Protection Bill Introduced 


In Congress 


New Measure Will Displace Stevens-Kelly, Merritt, Williams and 
Wyant Bills—House Committee to Hold 


Early Hearings 
By W. L. Crounse 


WASHINGTON, Dec. 7, 1925. 


session of the Sixty-ninth Congress which convened today, 


MONG the flood of bills to be offered at the opening of the first 


none—not even the tax reduction bill prepared by the Ways 
and Means Committee—has attracted more attention than the com- 
posite price protection bill to be enacted “to clarify the law, to pro- 
mote equality thereunder, to encourage competition in production 
and quality, to prevent injury to good will, and to protect trade- 
mark owners, distributors and the public against injurious and un- 
economic practices in the distribution of articles of standard quality 
under a distinguishing trademark, name or brand.” 
This measure represents the combined wisdom of a large commit- 
tee of trade experts working in conjunction with representatives of 


the Chamber of Commerce of the United States. 


Many sessions of 


this body of specialists have gone to the framing of the new price 
protection bill which, it is understood, will be accepted by the Con- 
gressional leaders as a substitute for the Stevens-Kelly bill and the 
three similar measures presented in the last Congress by Represen- 
tatives Merritt, Williams and Wyant. 


Hearings After Holiday Recess 


The new bill goes to the House Com- 
mittee on Interstate and Foreign Com- 
merce which, according to assurances 
given by Chairman Parker, will at an 
early date give the business men Of 
the country an opportunity to express 
their views as to the desirability of the 
proposed legislation. The friends of 
the measure had hoped that it would 
be practicable to have these hearings 
he'd before the Christmas recess, which 
will probably be taken Dec. 19, but it 
now seems probable that no hearings 
will be granted until after Congress 
reassembles in January. 

The delay is due solely to the fact 
that the leaders of the House wish to 
concentrate on the important task of 
passing the tax reduction bill at the 
earliest practicable moment and, there- 
fore, have decided to postpone the re- 
organization of committees until after 
the tax bill is out of the way. This 
will insure the constant attendance of 
a quorum at the sessions of the House 
while the tax bill is being debated, as 
the attention of members will not be 
distracted by hearings or other com- 
mittee work. 

The new composite price protection 
bill is a model of brevity and concise- 
ness. As prepared for introduction it 
makes but a single typewritten page, 
the text reading as follows: 


Text of Composite Bill 


“BE IT ENACTED BY THE SEN- 
ATE AND HOUSE OF REPRESENTA- 





TIVES OF THE UNITED STATES OF 
AMERICA IN CONGRESS _ AS- 
SEMBLED, That in contracts relating 
to the sale or resale of an article of 
commerce, the genuineness of which is 
attested by the trademark or special 
brand of any grower, producer, manu- 
facturer or other trademark proprietor, 
who is in fair and open competition, 
actual or potential, with other growers, 
producers, manufacturers or owners 
of similar or competing articles, ‘which 
contracts are made by the owner of 
such articles, hereinafter referred to 
as the vendor, with wholesale or retail 
dealers, hereinafter referred to as 
vendees, whenever such contracts con- 
stitute transactions of commerce 
among the several States, or with for- 
eign nations, or with or in any district 
or territory subject to the jurisdiction 
of the United States, it shall be lawful 
for such vendees to agree to sell such 
articles at the prices prescribed by such 
vendor and such agreements shall not 
be construed as against public policy 
or in restraint of trade or in violation 
of the Act of Congress of July 2, 1890, 
or of any of the Acts supplemental 
thereto: PROVIDED: 





“Reasonable” Restrictions Provided 


“(a) That any such article may be 
sold by the vendee at a price other 
than that prescribed by the vendor: 
(1) if such vendee shall in good faith 
discontinue dealing in such article, or 





(2) if such vendee shall cease to do 
business and shall propose to sell such 
article in the course of discontinuance 
of such business, or (3) if such vendee 
shall have become bankrupt or a re- 
ceiver shall have been appointed for 
his business: Provided, That such 
article shall have first been offered to 
such vendor by such vendee or his 
trustee in bankruptcy or receiver at 
the price paid therefor by such 
vendee, and that such vendor, after 
reasonable opportunity to inspect such 
article, shall have refused or neglected 
to accept such offer. 

“(b) That any such article which 
shall have become damaged or deteri- 
orated in quality, may be sold by such 
vendee at a price other than that 
prescribed by such vendor: Provided, 
(1) That such article shall have been 
offered to the vendor either in exchange 
for a new article of the same kind, or 
at the price paid therefor by such 
vendee, and (2) That such vendor 
after reasonable opportunity to inspect 
such article, shall have refused or neg- 
lected to accept such offer, and (3) 
That such article shall be sold by such 
vendee only with prominent notice to 
the public that the price of such article 
has been reduced because it is damaged 
or deteriorated in quality, as the fact 
may be.” 


Merely Legalizes Contracts 


It will be noted that the new bill is 
based upon a single proposition; name- 
ly, that voluntary contracts entered 
into between manufacturers and their 
distributors for the maintenance of the 
resale prices of trademark or other- 
wise identified merchandise shall be 
legalized. This does not compel any 
manufacturer to fix the resale price of 
an article he makes unless he decides 
to do so. 

Similarly it does not compel any re- 
tailer of such product to contract to 
maintain the price fixed by its manu- 
facturer unless he believes it to be to 
his own advantage to do so. In other 
words, the maintenance of the resale 
price is purely voluntary and is based 
upon mutual advantages to be obtained 
by manufacturer and distributor. 

The new price protection bill in no 
way affects the policy of the retail 
store with respect to the maintenance 
of prices. The retail merchant may 


sell his stocks at the prices suggested 
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by the manufacturer or he may cut 
them provided he has not made a con- 
tract not to do so. 


No Compulsory Feature 


Should the new bill become a law, 
therefore, it will’ contain no compul- 
sory feature but will be merely permis- 
Sive in scope. Under its terms manu- 
facturers will be able to protect their 
prices by confining their distribution 
to jobbers and retailers willing to 
agree to the adopted schedule of the 
producers. 

Retailers who prefer not to enter 
into such contracts will no doubt be 
able to secure comprehensive stocks of 
goods of manufacturers who will not 
exact price protection contracts. The 
interesting question will then arise, 
however, as to whether the public will 
prefer to patronize the dealer in identi- 
fied nationally known merchandise of a 
standard quality at uniform price or 
go across the street and take a chance 
in the purchase of unknown hit-and- 
miss goods sold without guarantee as 
to quality but at an alluring price 
concession. h 

The champions of the price protec- 
tion movement that has resulted in the 
introduction of the measure above de- 
scribed are emphasizing the fact that 
the proposed legislation will in no way 
impair the strength or destroy the use- 
fulness of the anti-trust laws. They 
realize that these laws are necessary 
for the protection of the public and 
the independent manufacturer and they 
are particularly anxious that the pub- 
lic shall not receive a false impression 
that a price protection statute may in 
any way imperil the Sherman Act, the 
Clayton law or the statute under which 
was created the Federal Trade Com- 
mission. 


Anti-Trust Laws Not Affected 


The exact relation of the price pro- 
tection bill to the anti-trust laws is 
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definitely and graphically set forth in 
a series of resolutions which have 
reached the House of Representatives 
from several western trade associa- 
tions which provide as follows: 

“WHEREAS, in order to prevent the 
operation and existence of hurtful 
trusts, combinations and monopolies in 
this country, it has been necessary to 
enact certain so-called anti-trust laws 
by the Congress of the United States, 
and 

“WHEREAS, The Courts have grad- 
ually, by their interpretation of these 
enactments, sought to prevent and do 
prevent the economic and orderly dis- 
tribution of identified merchandise by 
business men of the country who have 
neither purpose nor ability to con- 
stitute a monopoly, and 

“WHEREAS, as a result of such 
interpretations, merchants and manu- 
facturers have against their will been 
driven to a state of ruthless uneconomic 
and wasteful methods of distribution 
which have resulted in vast damage 
and loss to all branches of our trade 
and commerce, obviously enhancing 
costs of distribution and creating a 
situation not paralleled in any other 
civilized country, and 

“WHEREAS, it is our opinion that 
there should be remedial iegislation 
looking towards the correction of pres- 
ent conditions. 


Early Action Demanded 


“THEREFORE, BE IT RE- 
SOLVED, that we respectfully urge 
upon our National Congress that con- 
sideration be given at the earliest 
possible moment to legislation giving 
relief to the industry of this country, 
and 

“BE IT RESOLVED FURTHER, 
that there should be Federal legislation 
legalizing the right of any producer of 
identified merchandise who is in fair 
and open competition with other pro- 
ducers of similar or competing mer- 
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chandise, to enter into enforceable con- 
tracts, at wholesale or retail, or both, 
for the protection of resale prices upon 
his own identified merchandise. 

“RESOLVED, further that copies of 
this Resolution be transmitted to the 
President of the United States, to the 
Presiding Officer of the United States 
Senate, to the Speaker of the House 
of Representatives, to the Attorney 
General of the United States, to the 
Secretary of Commerce and to the 
individual members of the United 
States Senate Committees on the Judi- 
ciary and on Interstate Commerce, and 
to the individual members of the House 
of Representatives Committees. on 
Judiciary and on Interstate and For- 
eign Commerce, and 

“BE IT FURTHER RESOLVED, 
that a committee of this organization 
be appointed forthwith by the presi- 
dent and that said committee be, and 
hereby is, empowered and directed to 
join with like committees appointed 
by other industrial bodies with the view 
of making most effecting the resolu- 
tions adopted by our convention and to 
do any and all lawful things to make 
effective these resolutions.” 


Many Will Attend Hearings 


Pursuant to the above resolutions 
and others of similar import recently 
adopted by trade bodies, numerous 
delegations of business men are pre- 
paring to come to Washington as soon 
as the date for the hearings before the 
House Committee on Interstate and 
Foreign Commerce is fixed. While 
every effort will be made to limit these 
hearings to the shortest possible space 
of time, there is ample evidence that 
literally thousands of American busi- 
ness men will come to the Capital on 
that occasion determined to impress 
the House Committee with the earnest- 
ness with which they have entered this 
campaign to secure the enactment of 
price protection legislation. 








The Chain Store Menace 


Do you know how many chain stores there are in this country? 
Do you know how much business they are doing yearly? 
Do you know how fast they are growing? 

Do you know to what extent they are encroaching on the hardware business? 
Do you know what their methods are, and how to combat them? 


Beginning with the first issue in January, 


HARDWARE AGE will publish a series 


of enlightening articles on this vital subject. They have been written by a well known 
merchandising expert, who has spent months in accumulating and analyzing the facts. 


These articles not only warn of a danger and prove its existence, but they present 
practical plans and methods for meeting chain store competition. 


Watch for them—First Issue in January. 
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CURRENT NEWS 








Hardware Boosters Christmas Party 


Scheduled for Dec. 19 


LANS for the coming year were discussed at length by the 
Hardware Boosters at the regular monthly meeting held Satur- 
day, Nov. 28, in the Hardware Club, 253 Broadway, New York City. 
Newly elected Chief Booster R. M. Taylor presided, and newly 
elected Secretary Roy Schmitt read the minutes of the previous 


meeting and took down notes of the November session. 


Newly 


elected Junior Chief Booster Charles Pincus made his report as 
chairman of the entertainment committee. All three newly elected 
officers showed remarkable skill with their duties, and their first 


public appearance. 


It was decided that the annual 
Christmas party will be held Saturday, 
Dec. 19, at the Hardware Club. A 
special speaker and entertainment fea- 
tures will be provided. Charles Pincus 
and Fred Hinchman comprise the com- 
mittee in charge of this party, and any 
one desiring to donate prizes or sou- 
venirs should communicate 
Pincus at the Stanley Works office, or 


U.S. Elec. Tool Co. Opens 
New England Office 


The United States Electric Tool Co., 
Cincinnati, Ohio, announces the open- 
ing of a New England office at 514 At- 
lantic Avenue, Boston. Ralph E. Bell 
has been appointed district manager for 
this territory and will be in charge of 
the office. 


F. B. Riley Now with 
Servel Corp. 





Francis B. Riley, who has been man- 
ager of the Cabinet Division of the Kel- 
vinator Corporation of Detroit, has 
been appointed general manager of the 
Commercial Division of the Servel Cor- 
poration. 


with Mr. | 


He is a graduate mechanical | 


engineer and has had a great deal of | 


experience in designing refrigerating 
devices. As 
and as sales manager, he was asso- 


manager of production, | 


ciated with the Refrigerating Engineer- | 


ing Co., from 1914 to 1917; was presi- | 


dent and manager of the Toledo Cold- 


maker Corp., from 1917 to 1920; and | 


has associated with other elec- 


been 


trical and mechanical refrigeration con- 


cerns. 





DeWitt Beekman 
Dead 


T. DeWitt Beekman, aged 84 years, 
an active member in the firm of the 
Beekman, Clary & VanLiew Hardware 
Co., Dundee, N. Y., died at his home in 
that town, Nov. 27, following a long 
illness. 











with Mr. Hinchman at the office of the 
John Russell Cutlery Co. 

C. E. Clint, chairman of the bowling 
committee, announced that the Boosters 
bowling club would gather at the Park 
Row Alleys the following Friday at 8 
p.m. Mr. Clint said that the Boosters 


comers. 


ED 


He started in business in Dundee in 
1856 in the manufacture of furniture, 


later changing to furniture and under- | 
taking, and then to the hardware busi- | 


ness. 





H. E. Webster Now Director 


Pratt & Lambert 


At a recent meeting of the board of 
directors of Pratt & Lambert, Inc., Buf- 
falo, N. Y., H. E. Webster, secretary 
and purchasing agent of the company, 
was elected a director. He entered the 
employ of Pratt & Lambert, Inc., 
eighteen years ago, upon his graduation 
from Yale and has been successively 
advanced to his present position. 





Turkeys for Employees 


In accordance with a time-honored 
custom, turkeys were distributed the 
day before Thanksgiving to all em- 
ployees of the Buffalo and Bridge- 
burg plants of Pratt & Lambert, 
Inc. 





R. J. Maharg Dies 


Robert John Maharg, president of 
the Seltzer-Klahr Hardware Co., Inc., 


| Philadelphia, died Nov. 29 at the Jef- 
_ferson Hospital in that city, following 


an illness of ten days. He was born in 
Philadelphia in 1859 and was educated 
in the public schools there. In 1874 he 
entered the wholesale hardware busi- 
ness and was president of the Hard- 
ware Merchants’ and Manufacturers’ 


_ Association of Philadelphia. 





; | Street, Roxbury, Boston, Mass. 
were getting ready a team to meet all | 


| Cordage Co. Completes Long 


Service Record 


The Disbrow Cordage Co., 25 Church 
Street, New York, is celebrating a half 
century of continuous service in the 
cordage trade. H. G. Disbrow, presi- 
dent of the company, started in busi- 
ness in 1876, and during his many years 
of experience in the trade has sold sisal 
rope as low as 3%c. a pound and ma- 
nilla rope at 8c. a pound, which prices 
are, of course, considerably lower than 
the present market. For over forty 
years this company has been distribut- 
ing cordage for the same factories, al- 
though the personnel of such factories 
ome" changed materially within that pe- 
riod. 


A. Landy Plans Store at 
Roxbury 


Abraham Landy is planning to estab- 
lish a new hardware store at 49 Warren 
He is 
a new member of the New England 


| Hardware Dealers’ Association. 


Watson Co. to Move 
The George E. Watson Co., Chicago 


_ paint wholesalers, have purchased the 


_property at 164 W. Lake Street, that 














city, and will move into it as soon as 
the extensive alterations now under 
way are completed. The new building 
is five stories high and is situated only 
a block from the firm’s present loca- 
tion, which it has occupied for the past 
23 years. 


ed 


H. W. Finch Dead; 


Salesman 50 Years 


H. W. Finch, salesman with the Win- 
chester-Simmons Co., of Texas, died re- 
cently at Austin, Tex. He had traveled 
the territory adjacent to Austin for the 
same house for fifty years, was univer- 
sally respected, a splendid salesman 
and a remarkable character. 

Mr. Finch has held his business all 
of these years and was as strong at the 
finish as he was in the beginning. 





F. M. Cross Transferred to 
Chicago Office 


F. M. Cross, formerly manager of 


the pneumatic tool department in the 
New York office of the Ingersoll-Rand 
Co., 11 Broadway, New York, has re- 
cently been appointed manager of that 
department in the Chicago territory, 
with headquarters in Chicago. 
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CURRENT NEWS 


George W. Cope Dead 


Was Formerly Managing Editor of The Iron Age and a Contributor to Its 
Hardware Section 








Chicago Firm Changes Name | 
to Sandel Mfg. Co. 


Effective at once the Illinois Lamp & 
Novelty Co., 1514 West Kinzie St., Chi- 





cago, Ill., will change its name to the 
Sandel Mfg. Co. The company an- 
nounces there will be no changes in 
management, financial responsibility, 
general business policy or in any other 
way than the change in name. The 
company manufactures lamps, shades 
and novelties. 

S. Sandel is president, A. L. Sandel 
is vice-president, L. Slack is secretary 
and A. A. Morton is treasurer. 


O. W. Zehring Dead 


Orlando W. Zehring, veteran travel- 
ing salesman for the Cleveland Coop- 
erative Stove Co., Cleveland, Ohio, died 
recently at his home in that city, at 
the age of 75. He had traveled for the 
company for the past forty years and 
had sold more than 200,000 stoves in 
his travels, which are estimated in ex- 
cess of half a million miles. 








New Peerless Catalog 


The Peerless Electric Co., Warren, 
Ohio, announces publication of a new 
catalog, listing its fans and electrical 
products. It will be available Jan. 1. 





American Equipment Co. 
Takes on U.S. Elec. Line 


The American Equipment Co., De- 
troit, Mich., has taken on the exclusive 
representation of “U. S.” electric drills, 
grinders and polishers in the metropol- 
itan Detroit district. 


H. R. Hitchcock Resigns 


After nearly ten years of service 
with the A. S. Boyle Co., manufacturer 
of Old English Wax, H. R. Hitchcock 
has resigned his position as general 
manager, effective Dec. 1. Within the 
years that he has been general man- 
ager of the A. S. Boyle Co. he has built 
up a large number of friends and ac- 
quaintances throughout the entire in- 
dustry, dealing in house furnishing ma- 
terials. His future plans have not been 
announced, but he will spend the win- 
ter months at Asheville, N. C 








Bernz Co. Issues Catalog 


The Otto Bernz Co., 17-37 Ashland 
Street, Newark, N. J., has announced 
its new catalog, No. 40, fully describing 
its torches and furnaces. 


F. W. Miller Dead 


F. W. Miller, president of the Ney 
Manufacturing Company, Canton, Ohio, 
manufacturer of haying tools, died 
Nov. 1. Further details of Mr. Mil- 
ler’s death will be published next week. 











EORGE W. COPE, until eight years ago managing editor of 
The Iron Age, and a voluminous contributor to the columns 
of HARDWARE AGE, when it was still a section of the former publi- 
cation, died at his home in Philadelphia, Dec. 3, in his seventy- 


eighth year. 

Mr. Cope, who was born on April 9, 
1847, was connected with the iron and 
steel industries from 1873, when he be- 
came connected with the American Iron 
and Steel Association at Philadelphia. 
Ten years later he went to New York 





George W. Cope 


to become associate editor of The Iron 
Age. After nearly two years in that 
position he returned to the American 
Iron and Steel Association as secre- 
tary. In January, 1887, however, he 
again became connected with The Iron 
Age in the capacity of western editor, 





Lundquist Hardware Co. 
Erects New Warehouse 


C. A. Lundquist & Co., 2 Roosevelt 
Sq., Jamestown, N. Y., hardware deal- 
ers, has awarded a general contract for 
the erection of a three-story brick and 
steel warehouse adjoining its present 
store, to cost $40,000. 





Ohio Firm Changes Name to 
Novelty Lighting Corp. 


G. J. Klein, president of The Novelty 
Lighting Corporation, Cleveland, Ohio, 
announces that effective Jan. 1, 1926, 
his company assumed the above name 
to replace the old name of Novelty 
Lamp & Shade Company. 

Mr. Klein stated there were no 
changes in the official or operating per- 
sonnel of the company, the officers 
being G. J. Klein, president; L. M. 
Klein, vice-president and Frank L. 
Zwemer, secretary. 





with headquarters in Chicago. 
Probably no other editor connected 
with The Iron Age has ever had to do 
with more sides of its editorial work 
than Mr. Cope. In the period of his 


Chicago editorship he not only served 


The lron Age, but contributed regu- 
larly to the columns of its hardware 
section, from which HARDWARE AGE 
was to later emerge as a separate pub- 
lication. Likewise, he had much to do 
with the pages of The Metal Worker, 
an associated publication, and was for 
a time its managing editor in addition 
to his other regular editorial responsi- 
bilities. 

For fifteen years he _ successfully 
filled this position, acquiring in the 
meantime so thorough and comprehen- 
sive a grasp of the iron and steel in- 
dustry that his services became imper- 
ative in the home office. During the 
ensuing years, he was managing editor 
and in addition to his important edi- 
torial activities, he had charge of the 
copy desk and also supervision of other 
eee details of the New York of- 

ce. 

Mr. Cope was a man of untiring in- 
dustry, and his mastery of detail 
amounted to genius. He possessed in 
addition great personal magnetism, 
a vision that made his work of out- 
standing value to the industry, and an 
inspiration to his editorial associates. 


McKoll, Now District Mana- 
ger for U.S. Elec. Tool Co. 


K. D. McKoll of, Forest, Ontario, 
Canada will represent The United 
States Electrical Tool Company as its 
Canadian district manager with offi- 
ces in the City of Toronto, Ontario, 
Canada. 


Worcester Firm Acquires 
Spring Oiling Division 
of American Can Co. 


Sleeper & Hartley, Inc., 335 Chandler 
St., Wordester, Mass., have taken over 
the spring oiling machinery department 
of the American Can Co., of New York 
and Chicago, and are now preparing to 
furnish to the trade, in this and in 
other countries, improved types of 
spring oiling machinery, together with 
supply and repair parts for all the ma- 
chines now in use. Sleeper & Hartley, 
Inc., are designers and builders of high 
speed automatic, wire coiling ma- 
chinery. 
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Chrome-Molybdenum Steel 
Wrench 


A new drop forged wrench made of 
Chrome-Molybdenum steel, and named 
Superrench, has been added to the 
line of J. H. Williams & Company, 














400 Vulcan Street, Buffalo, N. Y. The | 


use of the chrome-molybdenum steel is 
stressed as permitting stronger tools 


of thinner section and lighter weight. | 


Narrow pointed jaws adapt this 
product to service in cramped quarters 
and it is claimed that the wrenches 
of this material will strip the thread 


of any standard nut or break the bolt | 


without spreading the jaws: 
Four styles of this heat treated 


wrench are available including the en- | 
gineer’s pattern, double head, 15 deg., | 


angle openings and a general-service 
“S” pattern with unusual leverage, 
both of which are furnished in nickel 
finish, with brightly buffed heads. A 
construction pattern, 15 deg. single 


head angle opening, and a structural | 
pattern, single head, straight opening, | 
offset handle, are the other styles at | 


present available. 





New Style Nut Cracker 
Requires No Clamps 


Schroeter Brothers Hardware Com- 
pany (Manufacturing Dept.), 810-814 
Washington Avenue, St. Louis, have 
perfected and placed on the market a 





new type of nut cracker, known as the | 
Nut Cracker, | 
which can be used anywhere in the | 


No. 3 Table “Home” 
home where clamping facilities are 
unknown. It is mounted on a polished 
mahogany finished board 3% x 8% in. 
and fitted on the bottom with a soft 
cloth to prevent marring or scratch- 
ing of finish. It is a most convenient 
nut cracker and is made in aluminum 
finish. 





One-Piece Folding Metal Cot 


Has Exclusive Features 


Something entirely new in a folding 
cot with exclusive features is being 
marketed by the Goldwyn Mfg. Co., 
1455 West 37th Street, Chicago. 


It folds and unfolds so easily that it | 


| 


is said a child can set it up or take 
it down in less than a minute. The 
frame is constructed entirely of special 
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analysis steel tubing of 25 per cent 


_extra strength and machine riveted | 
When the cot is unfolded, | 
the legs straightened out, the locking | 


throughout. 


| pins fall into place and brackets auto- 


matically lock the legs to the frame 


holding them rigid and secure. 


The metal parts are enameled a 
maroon. An olive drab colored canvas 





top is made of extra heavy double filled 
canvas and covers the cot completely. 
It has the unquestionable advantage 
of being quickly and easily detachable 


by simply unscrewing the bolts and 
slipping it off. The cots fold compactly 
to 38 x 7 x 4 inches and weigh 18 lb. 
When 
open it is 76 in. long, and 26 in. wide. 
The feet are equipped with tops to pro- 
tect floor or carpet. 

There are also two other tops to the 
metal frame; one, an imported cloth 
top, as strong or stronger than the can- 
vas, but can be sold more reasonably, 


Three are wrapped in a bundle. 


and the other a padded top cot that 
folds very compactly and is practically 
a pad and cot in one. 


| Concesbodia- Wall Mail Box 


A unique mail box that is con- 
structed for installation between walls 
is being marketed by the Standard 
Sales & Manufacturing Co., 103 Park 





| Avenue, New York, N. Y. Mail is de- 


; 
| 
i 
} 


j 


j 
i 


posited from outside the building and 
discharged from within. 
The box is entirely concealed with 


the exception of the bronze mail plate 





which shows outside for the reception 
of mail and the hard wood door, which 


is veneered a natural wood finish show- 
ing inside the house from which the 
| mail is taken. 

| It is built of heavy galvanized iron 
and may be easily and quickly installed 


in completed buildings without necessi- 
tating redecorating the walls. The re- 
ceptacle and openings are made suf- 
ficiently large to accommodate letters. 
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New Window Display Fix- 
tures Help Resale of 
Merchandise 


The Aluminum Goods Mfg. Co., Man- 
itowoc, Wis., announces that to help 
dealers with the resale of merchandise, 
they are offering a set of window dis- 


play fixtures of an entirely new type 


iaN 
Wy 





with a 78-piece selection of Viko alum- 
inum articles. 

One of the features of the stands is 
their adaptability for effectively dis- 
playing merchandise other than cook- 
ing utensils, such as paints, sporting 
goods, electrical appliances, etc., and 
they carry no advertising matter. 

The central stand measures 42% in. 
high and 32 in. at the base. The side 
stands are 32 in. high and 31 in. wide. 

The tripod construction affords rigid- 
ity and durability. The rear legs are 
fastened with a hinge for folding 
which is convenient for packing away 
when not in use. 


Six Point Gliders Have 
Unique Features 


The 6 Point Gliders recently placed 
on the market by the Waterbury But- 
ton Co., Waterbury, Conn., are unique. 
They are constructed not only with 
three large prongs but have in addition 
three small prongs in between the large 
ones. This is designed to add to their 
strength and to eliminate any chance 
of splitting fine furniture legs. They 


are made in six sizes from the finest 
steel obtainable and case hardened with 
a finish of highly polished nickel. 
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General Market News 








Holiday Merchandise Active; 
Approach of Inventory Restricts 
Staple Lines 


fare m merchandise continues very active in all hard- 


ware markets. 


Consistently good wages in the industrial 


fields, satisfactory crop prices and good employment has 

made it possible for the American people to buy Christmas gifts 

this year, and the hardware trade is also being helped by the 
heavy building programs in all parts of the country. 

Seasonal lines are fairly active in most markets, but demand 

for strictly staple items is limited to immediate needs, due to 


the approach of inventory time. 


Prices are firm in all markets, and rumors persist that there 
may be higher prices before the end of the year or immediately 


after Jan. 1. 


Collections generally are better. 





Twin Cities Holiday Trade 
Better Than Last Year 


Holiday business in the Northwest 
tributary to the Twin Cities is well un- 
der way and appears to be developing 
into a much better trade than list year, 
taken as a whole. There is some com- 
plaint among the merchants in the 
larger cities that trade has lagged, but 
the country orders have more than 
made up for any shortage. Building is 
still in progress, weather conditions 
permitting continued work. Future or- 
ders are showing up well. 


Cleveland Holiday Sales 
Will Break Former Records 


Cleveland jobbers are selling a heavy 
volume of Christmas merchandise and 
expect their holiday business will equal, 
if not break, former records. Retailers’ 
stocks of much of the merchandise that 
moves best in the holiday season are 
said to be rather low, and they are 
stocking up liberally with the expecta- 
tion of very good Christmas sales. 
With inventory time approaching, the 
sales of staple merchandise are not as 
heavy as they were last month, but the 
volume is still good. 








Pittsburgh Demand Active 
for Holiday Lines 


Pittsburgh jobbers are finding busi- 
ness good in the holiday lines, but the 
close proximity of the end of the year 
has made for some conservatism in 
purchases of staples and a desire to be 
over the end of the year is advanced as 
a reason in some sections for delay in 
placing initial orders for spring lines. 
In general, however, there is a fairly 

















for delivery in March and April, and 
jobbers expect to see the orders in- 
crease toward the end of the month, 
since there is nothing to indicate that 
prices will be lower than they are now. 
The week has brought out no important 
price changes. Collections still leave 
something to be desired. 





Wire Goods Lower in Boston 
Market 


Boston jobbers have come out with 
new prices on poultry netting and wire 
cloth, which show a reduction. The re- 
duction is small, but the important thing 
is that prices have been stabilized and 
the retail dealer can now know where 
he stands if he desires to purchase ma- 
terial. Manufacturers of bicycles have 
advised jobbers of a slight advance in 
prices, but local firms have not changed 
their prices. Certain numbers of locks 
have been marked up a little by one of 
the New England manufacturers, and 
jobbers have adjusted their quotations 
accordingly. 





Holiday Merchandise Active 
in Chicago Territory 


Christmas trade in the Chicago dis- 
trict is starting in earnest and the 
large bulk of the jobbers’ sales are 
seasonal and holiday items. There is 
every indication that the hardware 
stores will get a larger share of the 
Christmas business than ever this year. 
Electrical appliances are in especially 
heavy demand, noticeably more so than 
ever before. 

Outside of the holiday trade, general] 
business continues to expand and sales 
are steadily increasing. Prices are 
strong but stationary and the whole 


good volume of business in the latter | situation highly satisfactory. 








Late Holiday Rush Likely, 
Says New York Trade 


Jobbers and retailers in the New 
York territory expect a very heavy 
last minute rush for holiday hardware 
items. Sales fell off the week after 
Thanksgiving but business in Christ- 
mas goods is again on the increase. 
The purchase of staple hardware is 
lighter as inventory approaches. Sea- 
sonal lines are selling light due to un- 
seasonal weather in the Metropolitan 
area. 





Business Is Expanding on a 


Good Basis 


The expansion of business continues 
on a good basis; that is, production is 
increasing and consumers are using up 
the product currently as fast as it 
comes to market. 

That production is not piling up is 
shown by the fact that money is not 
being borrowed more than normally to 
carry inventories (indicated by no 
undue expansion in commercial loans 
which mainly furnish the funds for 
business). 

As long as things run along on this 
basis, conditions remain safe. There 
are, it is true, some indications of for- 
ward buying, but the hand-to-mouth 
method still continues generally. While 
this attitude of buyers was deplored by 
manufacturers two or three years ago 
when it began to be widely. prevalent, 
it has, after all, steered the country’s 
business away from more or less Vio- 
lent ups and downs. 

If the leash were loosened in this 
respect, it is not at all unlikely that 
business would drift into inflation and 
speculation in commodities, which would 
feed on their own fires and finally halt 
prosperity. 

But there are no indications of this 
at present, and the time of year ap- 
proaching—the traditional stock-taking 
and book-balancing season—precludes 
any enthusiastic over-buying. Liberal 
purchases for early Spring delivery, 
however, are reported by Dun’s as 
coming in, and all advices point to an 
unusually heavy holiday trade. Definite 
crop results, not unfavorable, are ben- 
efiting trade.—The Bache Review. 





Spring Offerings Deferred on 
White Lead in Oil 


_ The National Lead Company notified 
its customers last week that because of 


_the unusual conditions existing in the 
pig lead market its spring offering of 
_white lead in oil will be deferred. The 
'card prices now in vogue will remain 
in effect until further notice, with an 
| extension of the date of protection for 


customers against loss from any price 
decline until March 31 next. 

Earnings for 1925 will run the same 
as the preceding year, when the com- 
pany showed $13.31 a share on 206,554 
shares of the common stock. 





66 


HARDWARE AGE 





December 10, 1925 


Active Demand for Holiday Lines in Chicago 


—Staples Also in Consistent Demand 


(Chicago office of HARDWARE AGE) 


EASONAL and holiday merchandise, as is to be expected, is now 
in particularly strong demand and the orders from the deal- 
ers located in the agricultural districts are especially heavy. 

Retailers are not ordering in large quantites but are buying replace- 
ments frequently and are apparently turning their stocks to good 


advantage. 


As a result there is an active demand for both staple 


and specialty goods and a steady expansion in business in hardware 


lines. 


There is also a uniform gain in advance orders, jobbers reporting 
the largest volume on their books for several years at this season. 
Jobbers’ stocks are gradually being allowed to shrink as is usual in 
preparation for the annual inventory. 

Building activities, as indicated by the number of new permits 
being issued, continues almost unabated in spite of the winter 
weather and consequently the call for builders’ hardware and mate- 
rials is exceptionally good for this season of the year. 

Labor conditions show a steady improvement, not only in the num- 


ber employed but also in the weekly payrolls. 


There is also a grow- 


ing tendency on the part of the larger steel buyers to anticipate their 
future needs, due to the strengthening prices on the finished prod- 


ucts. 


AUTOMOBILE ACCESSORIES.—The 
demand continues to be very active in 
spite of the colder weather. 


quote from jobbers’ 
f.o.b. Chicago: 
Spark Piugs.—Splitdorf, 50c. each; 


stocks, 


regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each; Titan, 58c. each; lots of 
—. 'b6c. A. C. ‘Special Ford, 44c, 
$6 = Spot Lights.—Anderson, No. 3280, 
a A. Electric (Ford), $4 
each. 
Jacks.—National Standard No. 21, 
$1.20 each. 
ase — Rose, 1%-in. cylinder, 


Chaiéns.—Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 
3%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each. 


AXES.—Prices 
sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz, base. 

BOLTS AND NUTS.—Prices_ are 
strong and there is a very good de- 
mand. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 
cut thread, 50-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—tThere is 
no let up in the demand and building 
activities are unabated in spite of 
winter weather. 


are unchanged and 

















We quote from jobbers’ stocks, 
f.o.b. ange 8 3% x 3% steel butts, 
case lots, copper and dull brass 
finish, $2.76 per doz. pair; 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, $3.84 per doz, pair; heavy steel 
bevel inside sets, case lots, $6.75 per 
doz.; steel bit-keyed front door sets, 
$1.75 per set; wrought brass bit- 
keyed front door sets, $3.25 per set; 
cylinder front door sets, $7.50 per set. 


CHAIN Sales are good and prices 
firm. 


We quote from_ jobbers’ stocks, 
f.o.b. Chicago: %-in, proof. coil 
chains, $8.50 per 100 Ib.; Sean. Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-41% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
There is a good steady demand and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—tThe holiday trade in 
electrical appliances is heavier this 
year than ever before. 


We quote from jobbers’ 
f.o.b. Chicago: 

Electrical Merchandise.—No. 14 
rubber-covered wire, $8 per 1000 ft.; 
in 1000-ft. lots, $7.75; No. 18 lamp 
cords, $13.64 per 1000 ft.; in 1000-ft. 
lots, $13; ‘%-in. brush brass key 
sockets, 18c. each; two-way plugs, 
45c, each; in lots of 10, 40c. each; 
one-piece attachment plugs, _ 13c. 
each; two-piece attachment plugs, 


stocks, 


12c. each; dry cells, boxes of 50, 
— each; less than case lots, 34c. 
eac 


Radio Supplies.—Radio B batteries, 


No. 766, $1.40 each; No. 767, $2.62 
each; 0, 77 $3 each; No. 772 
$2.62 each; No. 86, $3.85 each. 


Batter Chargers. —Apco line, lots 


of less than 10, $13.50 each, net. 

Loud 

No. 522W, 
cent. 

FIELD FENCE.—A very satisfactory 

volume of business for spring delivery 

is being received and prices are firm. 


Spea kers.— Western Electric, 
$9.50 list. Discount, 30 per 





We 
f.o.b. 
100 rods; 
rods. 


FILES.—Prices are unchanged and 
there is a good volume of sales re. 


quote from jobbers’ stocks, 
Chicago: 726-6-12%, $29.02 per 
1848-6-14%, $44.08 per 100 


ported. 
We uote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 


per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—With the ad- 
vances in black sheets and _ spelter, 
jobbers present prices on all dipped 
galvanized ware will appear low before 
the end of the first quarter of 1926. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
ed made tubs, No. 1, $6.40; No. 2, 

20; No. 3, $8. 35; 10- -qt. galvanized 
oe made pails, $2.25; 12-qt., $2.45; 
14-qt., $2.75; 5-gal. galvanized oil 
cans, galvanized no $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—An excellent volume of busi- 
ness for spring delivery continues to be 
placed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., pe 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, 1%-in., 9c. per 
ft.; % in., lle. per ft. Lawn sprin- 
klers, Rain King, $28 doz.; original 
fountain sprinklers, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Production is 
still being pushed to keep up with the 
demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 per cent eat wm 
single strength A, 34 to 40-in. 
bracket, 82 per cent discount; single 
strength A, all other brackets, 81 per 
cent disc ount; double strength A, all 
sizes, 82 per cent discount; double 
strength B, up to 54 in., 87 per cent 
discount; balance, 85 per cent. Put- 
ty, pure grades, $3. 7. Pe 100 Ib.; 
commercial, $3.40 per 100 Ib. 


HATCHETS.—The para is good and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, " .20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium uality hatchets, No. 
2 shingling, $7.25 doz.; medium ‘qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—Prices are 
strong and there is a good demand. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Vaughan- . ‘wr ~* 
16-oz. nail hammers, $10.5 doz.; 
Maydole, $12.60 doz.; other "makes, 


16-0z. machinist hammers, $7.85 doz.; 
Competitive grade, 16-oz. nail ham- 
mers, $4.50 to $6 doz. 
HANDLES, AGRICULTURAL.—There 
is an active demand and prices are 


unchanged. 

We quote from jobbers’ 
-~ Chicago: 
ay Fork Handles. — Straight 
a. * and bored, best grade, 414- 
aaZ $4.50 doz.; 5- ft., $5.50 doz.; XX, 
z.: 5-ft., $4.80 doz.; X, 

1i -ft., : .80 


stocks, 


5-ft., doz. 

Hay Fork Handles. —Bent, chucked 
and bored, best pee with strap, 
ferrule and cap, — $7.50 doz.; 
5-ft., $8.50 doz.; > ent, oe bo strap, 


414-ft., $3 doz.; 5-ft. . 
Manure Fork Handles.- —Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
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doz.; XX, bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; a. | ae 4-ft., $2.60 
doz.; 4%-ft., $2.95 

Garden Hoe ew a —XX, 4%-ft., 
$3.45 doz.; X, 414-ft., $2.40 doz. 
Garden Rake Handles. —XX, 5%- 
ft., $5.25 doz.; X, 5%-ft., $3.25 ‘doz. 
Shovel Handles. tes rular pattern, 
XX, 4%-ft., $5.90 doz.; xX, 4-ft., 
3.90 doz.; D handle, Pn grade, 
7.95 doz.; X grade, $6 doz. 

Spade Handles.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


Bee 


HANDLES, TOOL.—The demand 
heavy and prices are strong. 


We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handiles.—No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 

HINGES.—Sales are reported as only | 
fair and prices are firm. 


S 


stocks, 


We quote from jobbers’ stocks, 
f.o.b. Chicago Heavy strap hinges, 
in bundles, 4-in., $1.08; 5-in., 1.42: 
6-in., $1.60; 8-in., $2.70; 10- -in., $4.30 
per doz. pair;. extra he: wy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10- -in., $5.10 


per doz. pair. 
ICE CREAM FREEZERS.—A satis- 
factory volume of business for spring 
delivery has already developed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, l1- 
qt., $4.85 list; 2-qt., $5.65 list; 3-at., 
$6.75 list; 4-qt., $8.25 list; 6-qt, $10 0.45 
a 8- -qt., , 313.00 list; 10-qt., : 

2-qt., .55 list; 15-qt., 
list “R. $33.20 list; 25-qt., 
list : Arctic, 1-qt., $4 list; 2-aqt., 
list; 3-qt., $5.55 list; 4-qt., $6.4 
6-qt., $8.60 list; 8-qt., $11.10 list, 
the above less 50 per cent discount. 
Alaska, l1-qt., $2.95 list; 2-qt., $3.45 
~ hy 3- qt., ey 10 list; 4- qt., $5 list; a 

$6.30 ‘list: 8-qt., $8.20 ‘list; 10- 
$10. 75 list; 12- -qt., $14 list; 15-qt., ti 
list; 20-qt., 21.50 list. <A ‘discount of 
20 and 10 per cent on all above prices. 


ICE SKATES.—The colder weather 
has greatly stimulated ice skate sales. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp. Hockey, Men’s and_ Boys’, 
$1.20 pair; Half Key Clamp, Hockey, 
Women’s ‘and Girls’, $1.40 pair; Tub- 
ular Skates, Men’s' or omen’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—Sales are good for this 
season of the year. Prices are un- 


changed. 
We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.; Little 


Wizard, $8.50 doz.; Blizzard, $13 doz. 
LARD PRESSES AND SAUSAGE 
STUFFERS.—tThere is only a fair de- 
mand. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Enterprise No. 5, 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. 


LAWN MOWERS.—There has been a 
slowing up in the volume of orders 
being placed for spring delivery. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 

Lawn Mowers.—16-in. 
5-knife, 1l-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball he crag of 4-knife 
9-in. wheels, $7.85 each 7th plain 
bearing, 4-kKnife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8 in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—There is a steady demand 
and prices are unchanged. 


We quote from jobbers’ . stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 


ball bearing, 
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$2.20 per Keg base. The extra for 
galvanized nails is now $2 for l-in. 
— longer, $2.25 for shorter than 
-1n. 
OIL STOVES.—tThere is a good and 
steadily growing volume of orders for 
spring delivery. 


These are list prices. Dealers’ dis- 


counts are noted after each group. 
PERFECTION— 

ES re $17.50 

No. 73 D WUMIOTM. ww cccccsccccse Bee 

No. 74 4 burners............... 28.50 

Pk ee I. kcoeeccueese. 4 39.50 


Perfection dealer's discount, 30 and 


5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN .(Improved Model)— 
No. 42 3 DUPMOTH< cc... cccccccces $17.50 
No. 43 3 UIPUIOGs cc ccs ccevccece Bae 
Pee. GO © WO ccc ccccuccesse Gee 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
Pee. Sah Bb DUMB ccc ccccccccccese SS 
Bets ee we MERI. 2... cc cccccccs 17.35 
EQ: She & DUFMOTM....cccccceoses Bee 
No. 214 4 burners.............. 28.00 
Bes Bee @ BPE icccciccsces 4 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only Pe ee 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door....$2.50 
No. 311G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door. 4.90 
No. 122G 2 burners glass door... 6.00 
3 {eo aay ore 15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent, less than 10, 30 
per cent. 
PURITAN— 
No. 42 G 2 burners glass door. .$5.50 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.. . 5.70 
Dealer’s discount, 30 and 5 per 
cent. 
Water Heaters 
ia ie a cial ahaa a hig Wee boa harkens $45.00 
Peeeeeeee Fee, GES ~<cccccewsees 411.00 
POTreCusom INO. Gl .ccccccccecs 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30: and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


PAINTS AND  OILS.—Turpentine 
slides back after last week’s advance, 
while alcohol makes a slight gain. 


cook 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 
$1.07 per gal.; 5-barrel lots, $1.04 
per gal 

Linseed Oil.—Boiled, barrel lots, 


5-barrel lots, $1.07 per 
$1.28 


$1.10 per 

gal. 
Turpentine.—Barrel lots, 
l 


gal.; 
per 


Alcohol.—Barrel lots, 
steel drums, extra, $6 


$15.75; 


al. 
Denatured 

64c. per gal.; 

returnable. 
White Lead.—100-Ib. Kegs, 


50-lb. kegs, $8; 25-lb. kegs, $4; 12%- 
Ib. kegs, $2.05. 
Shellac.—(4%-Ilb. good), white, 


$4.25 per gal.; orange, $4.05 per’ gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 1% 
é Cc. 


Dry Paste.—Barrel lots, per 


PYREX ‘'WARE.—Business is very 
good with the near approach of the 


holidays. 
We quote from ..jobbers’’ stocks, 
f.o.b. Chicago: rr 
Bread Pans:—No,. 212, $7.20: doz; 
No. 214, $12 doz. 








Casseroles.—Round, 
doz.; No. 168, $14 doz.; 
doz.; No. 184, $14 doz. 


No. 167, $12 
No. 182, $12 


Casseroles.—Ovola, No. 193, $12 
doz.; No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No 
203, $7.20 doz.; No. 209, $7.20 doz. 

Tea ots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 


Utility Pans.—No. 
232, $14 doz. 


ROLLER SKATES.—Prices are un- 
changed and the demand is very good 
at this time. 


231, $8 doz.; No. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 


$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER.—Prices re- 


main unchanged and the demand is 
fair. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium tale sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 

ROPE.—The demand is steady and 


satisfactory. No recent price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 24%c. to 26%c. per Ib.; 
No. 2 Manila, 23%c. per Ib.; No. 1 
Sisal, 17%c. per 1b.; No. 2 Sisal 
l64%ec. per Ib. 

SASH CORD.—tThere is a good de- 
mand for this season. 

We quote from_ jobbers’ stocks, 
f.o.b. Chicago: No. 7 4=standard 
brands, $8.55 per doz. hanks; No. 8, 
$10 per doz. hanks. 

SASH PULLEYS.—Prices are _ un- 


changed and the demand is very satis- 


factory. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common _ sash ‘pul- 
leys, 5Uc. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS.—tThere is a good volume of 
orders being placed and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head _. bright 
screws, 82-10 per cent new list; 
round head blued, 80-10 per cent 
new list; flat head brass, 76-20 per 
cent new list; round head brass, 74- 
10-10 per cent new list; japanned, 


74-10-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
Sales are good and prices very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $43 per 100 1lb.; medium, 45- 
55 solder, $42 per 100 Ib.; tinners’ 
40-60 solder, $41 per 100 Ib.; high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babbitt metal, $13 per 
100 1 
STEEL SHEETS.—While prices are 
unchanged, they are very strong and 
the demand is active. 


We quote from 
f.o.b. Chicago: 28-gage 
sheets, $5.25 per 100 Ib.; 28-gag 
sheets, $4.25 per 100 Ib. 


TORCHES.—Sales are fair. 
We quote from jobbers’ 
f.o.b. Chicago: 

Turner Master Line, 43-qt., 
each; 45-qt., $6.53 each; 47-qt., 
each; 48-qt., $7.18 each; 49-qt., 
each; 52-pt. (Flat) $6.96 each. 

Turner Standard Line, Gasoline- 
Kerosene.—9-pt., $5.33 each; 14-pt., 
$5.76 each; 22-pt., $6.53 each; 30-pt., 
et each; 38-pt.,. $5.76 each; 39-pt., 
6.05 each; 92-qt., $6.79 each; 93-qt., 
$7.42 each; 105-pt., $4.88 each; 205- 
qt., $5.23 each. 

Clayton & Lambert Torches.—No. 
33, $6. 30 each; No. , $5.25. each. 


jobbers’ stocks, 
galvanized 
e black 


stocks, 


$5.76 
$7.08 
$8.54 


Fire Pots.— Turner Line, No. 53, 
$7.20 each; No. 63, $7.97 each: No. 
+ $10.18- each; No, 76, $7.13 each; 

No. 34, $8.67 each. 
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Brisk Movement of Holiday Lines in Boston 


—Expect 1926 to Start Actively 


(Boston office of HARDWARE AGE) 


HESE are busy days in the local shelf hardware jobbing mar- 
ket. Everybody is on their toes, working like Trojans filling 


New England retail dealers’ holiday wants. 


It is a case of 


staying Saturday afternoon this week. Next week clerks will work 
nights to clean up the day’s orders, provided incoming business con- 


tinues to increase as it has since Dec. 1. 


For the retail dealer is 


buying freely, in liberal quantities, and demanding a wide range of 


holiday merchandise. 
chandise that might be displayed 
to some member of the family 


family, that is not wanted by the retail trade. 


It is difficult to find any one article of mer- 


or suggested as a Christmas gift 
or some member of somebody’s 
in addition to this 


great volume of holiday goods buying, there is a surprisingly brisk 


demand for the ordinary stock-in-trade hardware lines. 


Things are 


entirely satisfactory from the jobbers’ viewpoint. Retailers are hav- 
ing and expect a good business before Jan. 1, otherwise they would 
not purchase goods on the scale they are today. 

As to the future, most everybody is optimistic regarding business 


up to the middle of 1926 at least. 


“Everybody” includes the big 


banking interests, the big raw-material producers, the big wholesale 


firms and the big department stores. 
out in taxes next year is a foregone conclusion. 


That less will have to be paid 
It is now felt that 


foreign complications regarding war debts will be cleared up shortly 
and the way opened to a greater world business for these United 


States; that factories and mills 


in this country will continue to 


prosper and, therefore, that most everybody will be well employed 


at a good wage. 


One of the greatest industrial leaders of the 


country has said he would not go short of 1926 on a bet, a state- 
ment that has caused no end of comment in the retail hardware 
field. Things assuredly look good, for a few months at least. 


AXES.—tThere is a steady flow of axes 
cut of jobbing stocks. Retail buying 


is cautious, but repeat orders are nu- | 


merous. 


We 
stocks: 

Axes.—Without handles, single bit. 
$24.50 per doz. net; double bit, $19.50; 
flint edge with handle, single bit, 
$18.75. Ship Slinger, unhandled, sin- 
Zle bit, $15.10. Flint Edge, with han- 
dle, boys’, No. 2, $12.50; house, 24- 
Ib., $12.25. Jimdandy, with handle, 
No. 2, $17; house, 2%4-lb., $10.75. 


BICYCLES. 
tified jobbers of a slight advance in the 
cost of bicycles—possibly 50 cents per 
machine. Jobbers have not changed 


quote from Boston jobbers’ 





their quotations and indicate they will | 


not until after the holiday buying, 
which is on an encouraging scale. 
We from Boston jobbers’ 


stocks: 

Bicycles.—Men’s 20-in., $28.50 each 
net; 22-in., $28.50; arched bar, $29.50; 
motor bike type with double bar, $31. 
an 20-in., $30.50. Girls’, 17- 
in 

Boycycles. “': 1, $9 each net; No. 
2, $10; No. 3, $13; No. 4 $15. 


BOTTLES.Low priced vacuum 
bottles, particularly the $1 kind, are 
having a big sale. Jobbers are reorder- 
ing goods to keep up with demands 
made on them. 


We quote 
stocks: 

Botties.—Vacuum, brown, 
$1.50 each list. Black, pints, 


quote 


from Boston jobbers’ 


pints, 
$1.50; 





j 

Green, haif-pints, 
quarts, $2.75. Nickel plated, plain, 
pints, $2.75; quarts, $4. Corrugated, 
yo" plated, pints, $2.25; quarts, 


| Discount.—25 and 10 per cent. 


1.50; pints, $1.75; 


| BRUSHES —All kinds and makes of 


house brushes are selling exceptionally 
well for this time of the year. It is 
Paiewol evident that some retail dealers 
| are pushing such merchandise with 
_ considerable success. 


We 
stocks: 

House 
$1.25 each net; 
vegetable, 17c.; bottle, crank handle. 
27¢c.: radiator, 47¢.: refrigerator, 24c.; 
dust pan, 67c.; large bath, $2; me- 
dium, $1.57; short, $1.34; nail, 84c. 

Paint Brushes. —Waill, $5 to $60 per 
doz. net; varnish, $3.50 to $25: calci- 
mine, $10. 50 to $90: whitewash, $3.50 
to $130. 


quote from Boston jobbers’ 


Brushes. — Wall cleaning, 
dry dust mop, 





| CARTS AND WAGONS.—As might be 


| expected at this time of the year, there 
is an excellent demand for carts and 
| wagons. Indications are that jobbing 
sales this year will exceed all previous 
records. 


We quote from Boston jobbers’ 
stocks 

Kiddle hte —Special, two in car- 
ton, No. 2.25 each list; No. 102, 
tok. ‘No. 103. $ .75; No. 104, $4.50; No. 


Kiddie agatere-— One to carton, 
No. aoe $10.50 each list; No. 606, 





$11.7 
Kiddie Karts.—Special, No. 201, $3 











each list; No. 202, $4; No. 203, $5; 
No. 204, $6; No. 205, $7. 
Pedal Kars.—Two in No. 


carton, 
124, $4.25 each list; , 
No. 154, $5.75; No. 155, 75. 
Kiddie Skooters.—Two in carton, 
No. 801, $4 each; No. 802, $5; No. 
802B, $6 


CLOCKS.—Many retail dealers are 
getting in a good supply and assort- 
ment of clocks for the Christmas trade. 
Some dealers, who thought they were 
well covered for the balance of 1925, 
are giving jobbers filling in orders. 


We auote from Boston jobbers’ 
stocks: 
Clocks.—Alarm, New Haven styles, 
Tell Tale, black face, radium dial, 
$1.90 each net; Tom Tom, white dial, 
in cases of 24, $2. 10: with radium 
dial, $2.75; Tidy Top, white dial in 
cases of 50, $2.10; with radium dial, 
$2.75. Waterbury styles, Thrift, in 
cases of 50, 75c. each net; Relay, 
alarm, in cases of 25, $2.15; Vigilant. 
white dial, in cases of ‘50, $1.29; 
with radium dial, $2.13. Westclox 
styles, American, in cases of 48, 99c. 
each net; Sleepmeter, in cases of 48, 
$1.32; Jack- O-Lantern, radium dial, 
in cases of 48, $1. 98: Bluebird, in 
cases of 48, $1.15; Blackbird, in cases 
of 48, $1. 65; Big Ben, in cases of 24, 
$2.15: Baby Ben, $2.15. 


COAL HODS AND SHOVELS.—There 
seems to be an unusually good call for 
coal hods and shovels. It is quite evi- 
dent that a large number of retail 
dealers allowed their stocks to dwindle 
to the vanishing point, and also evident 
that other retail firms are selling more 
hods and shovels than anticipated. 


tacks: quote from Boston jobbers’ 
stoc 

Coal Hods.—Japanned, wood han- 
dles, 16. in., $3.64 per doz. net. Gal- 
vanized, wood handles, 15-in., $4.64; 
16-in., $5. 12; 17-in., $5.50: 18-in., $6. 

Fire Shovels. —Japanned, No. 54, 
75e. per net; No. 56, 87c.;: No. 
ol 56. dabeennca. No. 254, 83c.; No. 

COAL SCOOPS.—The demand for coal 
scoops likewise is very gratifying to. 
the jobbing trade. 

We quote from Boston jobbers’ 
stocks: 

Scoops.—Furnace, Bay State, long 
ns mg black, No. 4, $13 per doz. net; 
wood D- handle, No. 2, 36-in., $13.50. 
Hubbard, long handle, black, No 
1500, D-handle, No. 1600, $7. 25. 
Siammatimentin. black, D- handle or 
long handle, $11.3 


CUTLERY.— Buying of cutlery is on a 
broad scale. Stainless steel articles 
are selling much more freely than they 
did a year ago. Last year, it will be 
recalled, was a larger season than 1923. 
The growing popularity of stainless. 
steel therefore cannot be disputed. 

We quote from Boston jobbers’ 
stocks: 

Bread Knives.— Genco, $2.50 per 
doz. net. 

Knives.—Kitchen, No. 303, 80c. per 
doz. net; No. 333A, $2.50. Slicers, No. 
283, $65. 25; No. 283A, $6; No. 2017 
$5.25. Butcher, No. 200, 5-in., $3: 

$4.75; 9-in., $6: 10- 
0; 14- in., $12. Ebony 


6-in., $3.25; ha in., 

in., $7; 12-1 

handles, 8- -. $7.75; 10- in., $10.75: 
12-in., $14. 25. Grapefruit, No. 342, $2. 
Straight Shears. — Universal line, 

japanned, 6-in., $8 per ees. net; 6% 


in., $8.50: 7-in., 9; 7%-in., $9.55: & - 
in., $10.10; 9-in., $12. Nickel plated, 
6-in., $9.15; 6%4-in., $9.55 aa $10.10; 
7%-in., $10.75; 8-in., 15; 9-in., 


$11 
$14, Left hand, 7%-in., $13.80. 


Reading matter continued on page 69 
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Bent Trimmers. — Japanned, 7-in., Lamps.—Gasoline, opal shade, $6.25 Pudding Dish.—Round, %-qt., 40c. 
$9.55; 8-in., $10.75; 9-in., $13. 55; 10- each net; tan tinted shade, $7; green each net; 1-qt., 57c.; 1 -qt., 67c.; 
in., $16.90. tinted shade, $7; half frosted globe, 2-qt., 80c. Square, 1%-at., 83c. Oval, 
Barbers’ Shears. — Nickel plated, $6.50; Flemish brass fringe, $9; an- shallow, 10-0z., 30c.; 18%-oz., 40c. 
742-in., $12 per doz. net; 8-in., $12.80. tique gold, $9.25; bracket lamp, $6.75; Round, shallow, 1- -qt., 57c.; 144-qt., 
P —_woty yirak mee = in.,, $8. a. per De Luxe, $14. 67c. Oblong, 57c. 
os. ue B., 95.65. _. mbroidery, LOCKS.—There has been a slight ad- Bread Pans.—Oblong, small, 7c. 
ine $8 38: re _—" $870; Bein $9; 6. vance in certain makes of Yale & each net; medium, 60c.; large, ‘$1. 
aang _—?9 ” , é Cake Dishes.—Round, shallow, 50 
a, Sane Towne Mfg. Co. locks. New prices each net. — 
ELECTRICAL GOODS. — Continued | follow: Rematine.—Wite rim, 4-0z., 13c. 
‘ , ae t; Frenc pattern 4-02., 1l3c.; 
good reports are had from jobbers re- We quote from Boston jobbers engl mie » 
. . stocks: Cc. 
garding the movement of electrical Leste. — Yate & Towne line, rim SKATES.—Those retail dealers who 
a a's “i } did not cover their skate requirements 
dealer, it is said, is exercising more No. 26, 74c.; No. 33, $1.74; No = . 
; ; f $2.01. Rim dead latch, No. 042, $2.2 are assuredly doing so now. The mar- 
care than usual in the ee : No. Ri $3.25; No. 14, $4.15; No. 0342: ket is quite lively 
i i i o sell in the $2.2 . 
articles which he intends t : ee and 5 per cent. We quote from Boston jobbers’ 
effort to eliminate, if possible, slow ek aumabieaie woud wssbet stocks: 
selling merchandise. eee ing Ice Skates.—M l ’ 
, “4 - # Boat ideal exists for all kinds and makes of 90c. per pair i ane 2h 
on mops. Goods being sold to retailers pelams. Re. — —* $3.36. 
Toasters.—Rogers Quality, $1.80 are quickly going into home consump- Screw to boot, nickel, 90c.; hard- 
eagn po i sa line _ ret tion. own | re, $1. 12; steel, $1.50; chrome 
per oZ. net; arger ’ . a e . stee 2 : u h 2 
each net; reversible, No. E947, $6; ba. quote from Boston jobbers and $3.70. a; eed rome steel, A 
self turning, No. E9412, $5.35; oven stocks: lever, bright, $1.20; nickel, $1.50; key, 
type, No. 942, $ oe Reverso, $5; ers Ming ma Sins + by re 7 bright, $1.20; nickel, $1.50 to $3. 60. 
beam, in lots of less than six dles, No per doz ist; No , ae 
six or more, $5.35. $18; No. , $18; dry duster, No. 9, Skating Outfits. — Men’s, $3.65 per 
$12: h he $3° do oa pair net; ladies’, $3.65. Challenge, 
lrons.—Universal, No. 907, $3.35 9. ae eb, ; 4 oz. extra in- men’s, $5; ladies’, $5.. Hawco, men’s. 
h t: tourist, N 9021, $3.35: terchangeable; No. 1, $15 per doz. ; 
eac 1 ne 4 ae No. ae trae a we S ai: No. & au Me 6 No. 84, $3; No. 130, Rar ladies’, No. 
Sa ee $21. Floor, No. 22, $2 each: Hand: 85, $3; No. 093, $4.5 
y 2 80 No. 44, $6 per doz. Clothes No. 51, Straps.—Black or russet, tongue 
peg ageing” — . $4.20 doz. Discount, 33% per cent. Ha 20-in., $1. .25 per doz. pair net; 
handle, $2.50, with comb, $3. Se Tet —- Earene, Bae, 9-2. 32.40;' 30-in., a ne 
Hot. Water Bottles ~ Aluminum Sebo v4.15 per dos; 12-Ib. twine, “Roller Skat °. Child t heel 
_— , 50. es.— ren’s strap hee 
3-pt., $2.03 each net. it " 
ae le onc Cub, in lots of 12, PENCIL POINTERS.—Numerous re- and clainp, 1c. oe oe giris’ strap 
hy “—_ — 7 _— of less a tail dealers evidently intend to play up noe Ba Farry cian. a mee Cataren’ s 
.95. ‘ " -in., . . . : é é , oys’ ba ear- 
a5. fluted pint I2-in. $6.34: Ranottnent pencil pointers for the holiday buyers ing, $1.50. ‘Giris' ball bearing, $1.50. 
14-in., $5.65. Assortments, three to invest in. oys’ nicke oe; truss extension, 
fancy colors, $10.50 per assortment. i dials it Mantis $2.50; girls’, $2.5 
Pads. — Universal, $5.65 each net; stocks: oan SLEDS.—Sleds are moving out on new 
Thermax, $3.30. . ~ Pencil A gg sorting No. L, 
: : case, $1.20 a doz. 0 ew iung- 
Percolators.—Univers 1, $5.50 to $10 : ‘ : 
" Pereola wee, 9 ’ POCKET KNIVES.—Along with cut- | land have impressed the retail dealer 
Waffle lrons.—Universal, No. E9300, , : : . | with th ; ; ; ; 
$10.13 each net; No. E9314N, $10; No’ lery, there is an active call for pocket | the necessity of buying if he is to 
9305N, $6.6 knives. The assortments put out by | get a supply for the holiday trade. 
Table Stoves. —Universal, $10 each the leading manufacturers are still | We quote from Boston jobbers’ 
a ae sh he proving i: to the retail trade , — Flexible F 
, +00. all ; eds.—F lexible Fliers, No. 1, $2.50 
tachment, $2.52. We quote from Boston jobbers’ on ee Mn a * sh Jae. 3. at 
GALVANIZED WARE. — Seasonable — , ; $4.34 ‘each net: Racer, Jr., $3.50. 
° ° ; cket. Knives. — Universal line, 4 
galvanized ware is in good request. jack, $4 to $16 loz. net: pen, $16 Speedaway, No. 99, $12 per doz. net: 
Sales so far this month are about on to $30 per —_ py 31920. Ne. No. 150, $15.60; No. 
, 20; oO. 25 1.60; No. 300, 
: i Assortments, No. 100, two blades, 6 26.40: : 2s 
a par with those for the corresponding niche" Gab aatemakees oF Ur te. - 40; 4 monies, Ho. aie ss 
period last year. 150, 8 blades, $12. No. 250, two and 350, $36; No. 355, $43.20. Framed 
, tobbers’ three blades, pearl handles, , oO. Sleds, No. 52, $11.40; No. 54, $17.40. 
pet, from Boston jobber 650, jacks, two blade, $6. Clipper. Be hy eH 
Pails.—Galvanized, 12-qt., $5.10 per POULTRY SUPPLIES.—New prices 6, $18. ‘Baby sleighs, No. 
doz. net; 14-qt., 40 lb. to the dozen, . tobb It 310. 807 each net; Sleigh boxes, $43.20 
50 lb. to the dozen, have been issued by jobbers on poultry per doz. Lightning snow scooter, 


5.67; 14-qt., : 
3° 31. ’ netting, which show a slight decline. $24 per doz. net. 


dog. net; Noe 80. #7. 200, $15.44 per | The market for brooders and incuba- | SNOW SHOES AND SKIS.—Increased 


Ash Cane. — No. 0180, $2.25 each tors is showing more life. business is reported in this branch of 
isi. e308." , $4; No. 171, $3.50; No. We quote from Boston jobbers’ the shelf hardware wholesale market. 
Sifters.—No. 19, $3.68; Favorite, $6; stocks: We quote from Boston jobbers’ 

Rapid, $8.40; Success, with cover. incubators and Brooders—Standard stocks: 

$7.25; Triumph Rotary, in crates of makes, from store, 30 per cent dis- Snow Shoes.—Oxford, 12 x 46 in., 
two, $2.33 each. count; from factory, in car lots, 35 $7.30 a pair net; 13 x 48 in., $7.30. 
en — a a a, = . and Me per cent —e in _— than Ladies’, 11 x 42 in., $6.50. 

.05 each net; Oo. 2, .44; o. 1, car lots, 35 per cent discoun Skis.—Oxford, 5 ft., $2.40 a pair 
$1.68. Underground, No. 2, $10.50; Poultry Netting.—Galvanized after net: 5% ft., $2.95; 6 ft, $3.65; 6% ft., 
No. 3, $13. wore, from genes. 50 rad ane ~ 2 15; x 7 ft., $4.85; 7% ft., -?: . a. 

. count; irect factory shipments, 5 6. ine, ft., 70c.; 4% ft., 90c.; 
HARMONICAS.—Harmonica sales are | and 15 per cent discount, f.0.b. Wor- 5 ft., $1.10; 5% ft., $1.40; 6 ft., $1.60; 
the heaviest on record, according to cester, Mass. 6% ft., $1.90: 7 ft., $2.30. 
jobbers. They attribute this un- | PYREX WARE.—Liberal sales are re- Poles.—Rattan washer, 5 ft., 54c.; 

each net; 4% ft., wood washer, 30c. 


expected showing to the broadcasting | ported by wholesale houses. The popu- : 
each week by WEEI, Boston of an ex- | larity of this class of merchandise, in SNOW SHOVELS.—Belated buying of 
cellent harmonica program provided by | the opinion of houses here, is on the | S?0W shovels is noted. Jobbers’ stocks 
one of the largest manufacturers and | increase. are getting down to narrow limits. 


to an extensive advertising campaign We quote from Boston jobbers’ ua from Boston jobbers’ 

by the same company. ee. — Without handles aa ag ge — Wooden, boys’, 

We quote from Boston jobbers’ round, 8-oz., 47c. each net; 1-at., 1: sas out tip, $2 per doz. net; with tip, 

stocks: 1%-qt., $1.17; 2-at., $1.33. Round, $ , No. 67%, with tip, $4.80; single 

Harmonicas.—Hohner, assortments shallow, 1-qt., $1: 1%4-qt., $1.17. oe tip, $7.30; double steel tip, $8.60; 

of one dozen on display cards, No. Round, with cover, 1-qt., $1; 1%- ory oF steel tip, $9.70; Crescent, 
425, $4 per doz. qt., $1.17; Pat $1.33. Oval, at. ee eee - 

e 8 P $1; 1%-qt., $1.17; 2-qt., va ee ovels.—Hubbard, long han- 

LAMPS.—General opinion 1S that more shallow, 1-qt., $1; 1%-at., oe es . gt no gre te, a ee 

; j j ist- ay With handles, 1- -qt. 1 - ; Split woo J-handle, ; Ames, 

gasoline lamps will be sold this Christ $1.53 gg Or ann Be Tree me 

mas than ever before. “ian Dishes. — Round, double D-handle, $10.15. New Eclipse, gal- 

We quote from Boston jobbers’ compartment, $1 each net; with vanized, No. 29, $11.65; Menzies, 








stocks: cover, $1.73. spring steel, $10.50. 
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Active Holiday Sales in Pittsburgh Territory 
—No Price Changes Looked For 


(Pittsburgh office of HARDWARB AGE) 


HERE is a very good trade in holiday lines, but some paucity 


in other directions. 


Distributors, with the year-end inven- 


tories in mind, are sparing buyers of staples for early delivery, 
and while advance orders as a whole are reasonably satisfactory, 
jobbers are getting reports that there are some retailers who offer 


the fact that the 
placing of orders. 


year is so nearly 


over as a reason for delaying the 
It does not look as if prices on anything would 


be materially lower than they are now after the turn of the year, 
and for that reason it is probable that a little later the orders for 


March and April deliveries will pour in more freely. 


Prices do not 


change much and the situation as to collections is much as it has 
been, the more common report being: that they could be better. 


BATTERIES.—Demand holds up re- 
markably and it is commented on that 





if there was as good a turnover in 
other items, the hardware _ business 
would be very satisfactory. Prices 
show no change. 
Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Pac el Packages 
EKach Fach 
i eer $1.05 $0.97 
i eee 1.22 1.14 
tn ..6on 6eeeewe < 1.32 1.22 
Bae see 1.40 1.30 
<n ie oe oie eal 2.62 2.44 
i Ce on 5 ci wen eece 2.62 2.44 
C6 3.33 3.00 
a BO. ssac%ddnee eo 42 39 
No. 6 dry cells, ignition type, 29c. 
each in full packages; 30c. each for 
broken packages. 


BIRD CAGES.—tThis is a line that has 
come strong in the past few months 
and the feature of the demand is that 
it runs strongest to the better grades 
of brass cages and stands. It is again 
a strong fad to have a bird in the house 
and the desire is for ornamental cages 
and stands. 

CHRISTMAS TREE HOLDERS.—tThis 
line continues to benefit by the ap- 
proach of ey Jobbers quote: 





Crown, 2-in., © Ps 2. ; 3-in., 
$13.20; Nesco, Ne No. 14, 
$7.50: No. 16, $9; Belakten. No. 25, 
$4.50; No. 50, $7.20. 


COASTER WAGONS.—Reports about 
business vary somewhat, but the more 
general verdict is that Christmas is 
helping sales. 

ELECTRICAL GOODS.—Holiday de- 
mand runs strong in electrical percola- 
tors, toasters and waffle irons and other 
household electrical appliances. Job- 
bers are making good shipments, no- 
tably to the city retailers. 
CARPENTERS’ TOOLS.—Prices for 
next year will probably be announced 
late this month. Preliminary advices 
suggest no changes of consequence 
from present prices. 

GAME TRAPS.—This line still is good 
in this district. Jobbers quote: 


Coil spring, no ais $1.28 per doz.; 
Victor, No. 1, $1. ‘Triumph, No. 1 
$1.38; jump, No. at 1.83. 


GLASS OVEN 





WARE.—Demands in 


connection with holiday business are 
Reading matter continued on page 




















_reported brisk and there is also a good 


demand for the nickeled holders. 


GUNS AND LOADED SHELLS.—The 
hunting season is over in this State 
except for rabbits and there has been 
some falling off in the demand for guns 
and shells, but there is still a relatively 
good movement, notably of guns, which 
share to some extent in the activity of 
Christmas goods. 

HEATERS AND ACCESSORIES.— 
Jobbers still find the demand fairly 
good for gas heaters and the movement 
of the heating accessories also is good 
considering that the weather has been 
comparatively mild and that the bulk 
of the requirements are covered by this 
time. Jobbers quote: 


Asbestos.—Sheet mill board, 3/16- 
in. thick, 18 in. x 20 in., 16c. each; 
18 in. x 30 in., 24c.; 20 in. x 30 in., 
22 x 30 in., 30c.; 24 x 30 in., 
35c. Fiber in \4-lb. packages, $2.50 
per doz.; %-lb. packages, ‘ 

Coal Hods.—Japanned, 16-in., $3.40 
per doz.; 17-in., $3.60; galvanized, 16- 
in., $4.65; 17- in., $5; 18-in., $5.50. 

Fire Shovels.—Stamped sheet steel 
japanned, flat handle, 50c. a doz.; 


28c¢. ; 


round handled japanned, 60c. to 
$1.10; galvanized, $1.10. Never 
Break, No. 10, $4.25; No. 16, $4.60; 
No. 20, 80. 

Gas Connections.—Lead, 12-in., 25c. 
each; 18-in., 30c.; 24-in., 35c.; 30- n., 
40c.; 36-in., 45c. Flexible steel tubing, 
3-ft. lengths, 10c.; 4-ft., 13c.; 5-ft., 
16c.; 6-ft., 20c.; Cloth inserted tubing, 
5c. per ft. 

Stove Boards.—-Wabash, square, 
paper lined, crystalized, 18 x 18-in., 
$6.25 per doz.; 24 x 24-in., $7.50; 
26 x 26-in., $8: 28 x 28-in., $9.50 
30 x 30-in. "$10.80: 32 x 32-in., $13.20 
95 x 35-in. $16.20; Squares, wood 
lined, erystalize d, 24 x 24- -in., $12.60; 
26 x 26-in., $15; 28 x 28-in. $18: 30 x 
30-in. 20; 33 x 33-in., $24: 36 x 36- 
in., $29. 

Stove Pipe and Elbows.—Polished 
blue nested stove pipe from Pitts- 


burgh warehouses, No. 28 gage, 6- 
in., $15 per 100 joints; elbows, $1.48 
per dozen. Nickeled stove pipe, 4- 
in., 85e. per joint; 75¢e.; col- 
lars, 4c. 
HORSE SHOE CALKS.—tThis line is 
seasonably active, since the time of 
year is here when the going is hard for 
poorly sharpened horses. Jobbers quote 
Neverslip and Giant drive calks at 20 
per cent off list and screw calks at 


15 per cent off list. 


elbows, 











ICE CREEPERS.—Demands are grow- 
ing as the winter comes on. 


PAINTING SUPPLIES.—tThis is never 
a time of activity in this line and this 
year is no exception. Turpentine is 
down 2 cents per gal. from the price 
of a week ago. Otherwise, prices are 
unchanged. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 154c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 


less in fo of a ton or more; turpen- 
tine, $1.22 per gal. in barrel lots. 


POULTRY NETTING.—Some busi- 
ness for early spring delivery is being 
booked, but taking it as a whole, there 
is room for considerable improvement 
in advance orders. Jobbers quote gal- 
vanized netting at 50, 10 and 10 per 
cent off list before weaving and 5@ and 
10 per cent off list after weaving. 


SCREEN WIRE CLOTH.—The cam- 
paign for advance spring orders has 
not yet been marked by real success, 
although a fair amount of such busi- 
ness is being secured. Jobbers quote: 
Black, $1.75 to $1.85, base, per 100 
sq. ft.; bronze, $5.50. 

SKATES.—The common report is that 
there is much room for improvement 
in business and that the movement is 
rather sluggish. Jobbers quote: 


Roller Skates. — Union Hardware 
o. line, .. 2, 65c. per ene No. 3 


75c.; No. $1.05; No $1.50: 
_—"™ ™.., "No. 3814, $1.50; No. 38, 
1.60. 

Ice Skates.— Winslow line, No. 
2110, 82c.; No. 2110 L. S., $1.15; No. 


2120, $1.20; No. 2120 L. S., $1.40. 
SNOW SHOVELS AND CLEANERS. 
—There is seasonable activity in these 
lines, with prices holding firm. Job- 
bers quote: 

Cleaners, No. 5, = 20 eer doz.; No. 

6, $5; No. Fe 7.2 No. 8, $8. 40; 

shovels, wood D nt $6 per doz.; 

long handle, $5.50; galvanized steel, 
$11; black spring steel, $10. 
SLEDS.—Very brisk demand still is 
reported and all signs point to the best 
season in several years. 
List prices subject to customary 


discount of 33% per cent. Flexible 
Flyer, steering sleds, 38-in., $3.75 
each: 42-in., $4.75; 47-in., $6, and 52- 
in., $6.50. 


SOLDER.—There is the usual strong 
demand common to this time of year, 
with prices very firm on account of the 
strength of the base materials. Half 
and Half solder is quoted from jobbers’ 
stocks at 41% cents per lb., and acid 
core solder at 69% cents per Ib. in 1-lb. 
spools and 66% cents per lb. in 5-lb. 
spools. 


SOLDERING COPPERS.—Demand is 
good, as it usually is at this time of 
the year. Jobbers quote 3-lb. coppers 
at 30 cents, base, per lb., with the usual 
differentials for smaller sizes. 
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Fulfill His Needs 


HANOVER 


PExX 


i 
ELECTRO-GALVANIZED 
Wire Screen Cloth 
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I¢s Sure Io Pay 
Extra Dividends 


The average Home Owner is dependent to a surprising extent 
on your recommendations. He trusts your judgment. Live 
up to his ideal. When specifying wire screen cloth, you'll 
make no mistake on “Apex Electro-Galvanized.” It’s been 
carefully tested exceeding those of actual service and guaran- 
teed by the leading manufacturer of wire screen cloth. 


‘“‘Apex Electro-Galvanized’”’ Wire Screen is zinc coated by a 
special electroplating process after weaving. Its beautiful dull 
finish has increased its demand. 


Ask Your Jobber for Catalog and Prices or Write Us. 


: JOHN M. HART COMPANY 


Old Colony Building, Chicago, Illinois 
HANOVER WIRE CLOTH CoO. 


Hanover, Pa. 


Manufacturers 
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$25.75; furnace plate, I. C. L. 20 x 


TORCHES AND FIRE POTS -—Good | TOOL CHESTS.—tThis line is very 
demand is noted for torches, but not as | active for the Christmas trade, par- 4 xO p sis. 60. Se 


strong a call for fire pots. 


Torches.—Turner Master Line, 43 
qt., $5.76 each; 45 qt., $6.53 each; 47 
qt., $7.08 each; 48 qt., $7.18 each; 49 
qt., $8.54 each; 52 qt. (Flat), $6.96 
each. Turner Standard Line, gaso- 
line-kerosene, 9 pt., $5.33 each; 14 
pt., $5.76 each; 22 qt., $6.53 each; 30 
qt., $6.91 each; 38 qt., $5.76 each; 39 
qt., $6.05 each; 92 qt., $6.79 each; 94 
qt., $7.42 each; 105 qt., $4.88 each; 
205 qt., $5.23 each. 

Clayton & Lambert Co. line No. 
210 at $6.30 each, and No. 32, $6.30; 
No. 144, $5.25; No. 146, $4.90. 

Fire Pots.— Turner Line, No 
$7.20 each; No. 63, $7.97 each; No. in 
66, $10.18 each: No. 76, $7.13 each: 

No. 34, $8.67 each. 


and the tools. 





x. _ * 
30-lb., $22. 50: 40-lb. 
. C.. 3 25; Follansbee forge roofing, 


$19: 35-lb., $21: 


Jobbers | ticularly for the better grades of| poy aAUTOMOBILES.—Sales of this 
quote: chests complete with tools. 
quote a range of from $3.20 to $65, 
according to the grade of the chest find their stocks are not dropping as 


Jobbers line for Christmas are fairly heavy, 
although there are some jobbers who 


rapidly as they expected. Lines usual- 


TIN AND TERNE PLATE.—As was | ly carried by hardware stores range 
intimated in these reports last week, 
jobbers’ prices on roofing plate have | stocks. 

been moved up sharply in keeping with VACUUM BOTTLES.—This line is 
the recent advances , 
There is no change in furnace plate. 
5, |. Roofing ternes, 8-Ib. I. C. 20 x 28- 


from $5.20 to $12 each from jobbers’ 


in mill prices. having a full share of the Christmas 
activity. 

| VELOCIPEDES.—This line in the 
| better grades is seasonably active. 





20-] 


ee 





A Christmas Atmosphere Stimulates 
Tool Sales 


tools are the framework around which the 

hardware business is built. To the average 
person the term “hardware store” means a place 
where tools and other essential articles of wood 
and metal may be purchased. The University 
Dictionary defines the noun “hardware” as, “man- 
ufactured articles of metal; tools, etc.” 

Tools being staple articles, they necessarily are 
in demand more or less consistently throughout 
the year. But with certain exceptions, the aver- 
age person does not ordinarily think of tools as 
Christmas gifts. One would, therefore, be in- 
clined to reason from this that touls are not par- 
ticularly in demand, nor easy for the hardware 
merchant to sell during December. A little in- 
vestigation, however, will show that this is not 
the case. 

Compared with November the December sales 
records of most hardware stores show an increase 
in tool sales ranging from 10 to 25 per cent. In 
most cases this increase is caused by the heavier 
buying during the last month of the year, rather 
than by any form of sales stimulus on the part 
of the hardware merchant. 

The Palace Hardware Co., San Francisco, Cal., 
a store which carries and sells a large quantity 
of tools, may be mentioned as an example of this 
point. Its stock turn, in tools alone, is three to 
four times a year. It caters almost entirely to 
men. Its December sales records show an increase 
every year, compared with other months of about 
25 per cent. 

Now it makes no special sales drive to increase 
the volume of its business in December. To be 
sure, it displays tools in the store windows, and 
in the show cases on the store floor. It advertises 
tools, in connection with other merchandise, but 
not seperately, as special items. 

Yet here is an interesting and important fact. 
Some of the manufacturers whose tools are sold 
by the Palace Hardware Co. pack certain items 
of their lines in cardboard boxes or cartons which 
are covered with holly imprinted paper in color. 
At the holiday season the Palace Hardware Co. 
quite naturally displays these boxes as promi- 
nently as possible, with the result that during 
the holiday buying period it sells more tools in 


5 T has been frequently and truly said that 


the decorated boxes than it does in any other 
way. 

In other words, experience has demonstrated 
in the case of this San Francisco store that the 
introduction of a little Christmas atmosphere and 
decoration in the tool department increases the 
sale of tools generally, and particularly of tools 
packed especially for the holiday trade. 

There are any number of individual tools and 
groupings of tools that can be sold in holiday 
boxes, but which are not now sold to the extent 
that they might be if given this attention. Of 
course the chief objection to this is the expense 
naa caused by preparing and packing the 

oxes. 

Suggestions have been made in the past recom- 
mending the grouping of certain tools in assort- 
ments as specials for the holidays. This has 
been tried out by some stores successfully, and 
by others with little or no satisfaction. In the 
case of the Palace Hardware Co. this has been 
attempted with automobile polish, a sponge and 
a piece of chamois in order to test out the idea 
before attempting something similar in tools. Un- 
fortunately it was found that customers were in- 
clined to buy the polish but to let the sponge and 
the chamois go. 

One thing, however, that the Palace Hardware 
Co. has found very successful has been concen- 
tration on one item at a time. It advertises and 
sells a week-end special, for instance, at one time 
offering a pair of pliers, at another a screw driver, 
etc. This concentration selling not only increases 
the turnover of the advertised specials, but gives 
the clerks in the store an opportunity to practice 
what Sherman A. Sarle, vice-president of the 
company, calls “suggestive selling,” that is, hav- 
ing the clerk suggest something to every person 
making a purchase. 

Every time there is a special being offered by 
the Palace Hardware Co., which incidentally is 
every week, there is also a certain article defi- 
nitely assigned to the sales force as the suggestive 
sales article for the period of the special sale. Of 
course the clerk does not have to suggest that 
particular article exclusively, but he is expected 
to see to it that each and every customer is shown 
both the special and the suggestive sales article. 


Reading matter continued on page 74 
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Malleable D’s 





Overcomes the old faulty ones 
that are always loose and can- 
not be tightened; have 3-inch 
strap ferrule. Adjustable to 
any size handle. No shoulders 
to trim down or dressing to do. 
Though the wood shrinks it 
can always be kept tight, being 
securely fastened by two rivets, 
and can be removed without 
burning or boring. Come in 
wood grip or all malleable. 
Ideal for shovels, spading and 
manure fork handles, handled 
ice shaves, etc. 


Stair-Rail Brackets 





‘IF ef ; 
- <x & i ek 
i Rag, eR ee os i ae 
Ms SE Sagi 


Made of malleable iron. 
The 3-inch base assures a 
good bearing on the wall, 
and the bracket is securely 
held by % x 4inch ex- 
pansion bolt. The head of 
the.Jag screw is finished to 
4 match bracket. The pro- 
jection is 3 inches. Finished 
. in black enamel regular, or 


J inbronze or antique copper 


or brass plated. In ordering 
specify whether polished or 
unpolished finish is desired. 


Fence Stretchers 





Chicago 


£957) 





Made of malleable iron. Pawls 
have hardened roller bearings 
and are operated by crank 
shaft. The lever handle can 
be operated continuously in 
one direction, or backward and 
forward. Can be operated 
from either side of fence. 
Finished in red enamel. Packed 
one set in box with 8 feet BB 
Proof Tested Steel Chain, with 
grab hook. Wooden clamps 
and bolts furnished with each 
stretcher; bolts fitted with tail 
nuts making wrenches un- 
necessary. 


2ichards-Wilcox Mf 


‘A Haneer for any Door that Slides. 


Door Checks 


All interior parts of steel drop 
forgings; absolutely liquid 
tight; extra long spindle bear- 
ings; simple spring adjustment; 

dismantled without need of 
special tools; unnecessary to 
remove check from door to re- 
place spring; only true reversi- 
ble check. Furnished regularly 
in gold bronze; silver bronze 
or ivory black, if desired. 


Builders’ Brackets 


Provided with hook and tail 
screw for fastening bracket in 
studding, assuring positive 
safety. Sway space prevents 
swinging motion when bracket 
isinuse. [Thestrongest bracket 
made and most easily applied. 
These brackets cost no more 
than wood brackets and will 
last a lifetime. Made entirely 
of steel, in two sizes, 3 and 4 
feet long. Galvanized finish. 


Door Dogs © 


For garage, barn, shop and 
warehouse swing doors. Can 
be applied by anyone in 5 
minutes and will last a life- 
time. Holds door firmly open 
so that neither wind nor jarring 
can budge it. To close door, 
lift pin with foot and drop in 
slot, and door swings shut. 
Each pair is reversible. Sim- 
plest and best door holder on 
the market. 


Rapid Acting Vises 


A two-piece cam-operated nut 
of phosphor bronze allows in- 
stant adjustment at any point. 
One-quarter turn of the handle 
disengages jaws and permits of 
sliding back or forward full 
length of guide rod. Engages 
and locks screw firmly by slight 
reverse turn of handle. Align- 
ment is perfect — surfaces 
ground and finished—best of 
materials throughout—no parts 
to break or wear. Will last a 
lifetime. 
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Holiday Lines Are Moving; 
Approach of Inventory Governs 
Current Purchases of Staples 


OLIDAY lines are selling actively in the New York whole- 


sale hardware market. 


The week immediately after 


Thanksgiving is reported as showing a slight decline in 
volume as compared with the same week of the previous year 
but in the last few days this condition has changed and retailers 
and jobbers report a more active sale on specialties and hard- 


ware intended for gifts. 


The trade still anticipates a banner 


Christmas selling period for hardware jobbers and dealers but 
it is generally believed that the bulk of this business will come 


in a heavy rush after Dec. 15. 


The approach of inventory time and the natural inclination 


to pare down stocks is having 


purchases of strictly staple hardware lines. 


a noticeable effect on the local 
This is not unusual 


but a very normal symptom at this time. 
Collections show slight improvement. 


Scoop Sales Are Good; 
Prices Holding Firmly 


Furnace scoops have been consistent- 
ly active since September. Prices are 
unchanged, very firm and not expected 
to be revised this season. Local stocks 
are apparently adequate for current 
needs. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Furnace scoops, No. 2, hollow back, 
black steel blade, malleable “D" han- 
dle, $5.04 per doz. long handles, $4.80 


per doz.; furnace scoops, No. 2, riv- 
eted back, heavy black steel blade 
and wood “D” handle, 84c. each; 
long handle, 84c. each. 


Active Holiday Demand for 
Carpet Sweepers 


Carpet sweepers are among the most 
active holiday hardware items in the 
New York wholesale hardware market. 
Stocks are not heavy but up to the 
present no serious shortage has been 
experienced or predicted. Prices have 
been firm and it is believed there will 
be an unusually large Christmas trade 
on sweepers this year. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. NEW YORK: 

Carpet sweepers, American Queen, 
$54 per doz.; Elite, $60 per doz.: 
Grand nickeled, 15-in., $48 

same jap., -in., $60 per 
Parlor Queen, $56 per doz.;: 
Princess, $50 per doz.: Universal, 
nickeled, $46 per doz., and jap., $42 
per doz, 

Little Gem (3 and 


Toy sweepers. 
6 doz. cartons), $3.75 per doz.: Little 
and Ju- 


Jewel, 1 doz. cartons, $19, 
nior, 1 doz. cartons, $16 per doz. 


Game Trap Stocks Fair: 
New York Sales Good 


Metropolitan jobbers have done and 
are doing a very good business on 
game traps. Prices are unchanged and 
stocks are apparently satisfactory. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. NEW YORK: 

Game traps, Victor, with chain, 

No. 0, $1.10 per doz.: No. 1, $1.38 

per doz.; and No. 2, $3.36 per doz. 











Same, without chain, No. 0, 85c. 
per doz.; No. 1, $1.10 per doz.; No. 2, 
$2.93 per doz. 

Jump traps, with chain, No. 0, 
$1.59 per doz.; No. 1, $1.83 per doz.; 
and No. 2, $4.39 per doz. 


Same, without chain, No. 0, $1.22 
per doz.; No. 1, $1.40 per doz., and 
No. 2, $3.72 per doz. 

Triumph traps, No, 10, 12c. each; 
No. 11, 14c. each; No. 11%, 21lc. each; 
No. 12, 33c. each: No. 13, 46c. each; 
No. 14, 55c. each, 

Blake & Lamb game traps, No. 0, 
. each: No. 1, 16%c. each; No. 
1%, 25c. each; No. 2, 39c. each; No. 
3, 54c. each: No. 4, 65c. each. 


Good Consumer Demand Now 
on Christmas Tree Stands 


Wholesale business on Christmas tree 
stands was placed during the last 60 
or 90 days. Dealers find their sales 
are coming along now to the consumers. 
There is usually a heavy last minute 
rush for this item by both the consu- 
mer and the retailer. Wholesale stocks 
are not heavy but are probably: ade- 
ouate. Prices are not expected to 
change. 


JOBBERS’ QUOTATIONS ba RE.- 
TAILERS, F.O.B. NEW YOR 

Christmas tree stands, ese $4 per 
dozen: Crown, No. 2, $7.86 per dozen; 
in box lots, $7.50 per dozen: Crown, 
No, 3, $13 per dozen, and in box lots, 
$12.50 per dozen. 


Sled Demand Is Light; 
Good Holiday Sales Likely 


Though current sales on sleds are 
light in and around New York City 
there will probably be a heavy Christ- 
mas gift demand for this line. Up 


state there has been sufficient snow in 
some parts to create a good retail de- 


mand. Up to press time New York 
City has not had any real snow. Stocks 
are fair and prices firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 


Fle te waers, No. 1, $2.50: No. 
2, $3.17; No. $4: No. 4, $4.33: No. 
aS $5.83: Racer, $3.50; Racer, 


Firefly No. 9, $1.14: No. 10. 
$1.71; No. 12, $1. 94 and 
$2 each net. 


aia. 


sleds, 


$1.57: No. 11, 
Firefly Racers, 
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Remington Shells Advance; 
O’Cedar Mops Decline 


New York hardware jobbers announce 
an advance of 15 per cent on Reming- 
ton shells and cartridges. This per- 
centage holds except in the case of 22 
rim fire cartridges which were advanced 
17% per cent. The official date of this 
higher price is said to be Nov. 17. 

O’Cedar mops declined $3 per dozen 
on numbers 3, 4, 8, 9, 15 and 16. Other 
numbers remain unchanged. Regular 
trade discounts are the same as before 


Stove Goods Are Selling in 
Good Quantities 


There has been a good consistent but 
not heavy sale of stove boards and 
stove pipe dampers in the New York 
market. Prices have been very steady 
and stocks generally are considered in 
good condition. 

JOBBERS’ QUOTATIONS Ma RE. 

TAILERS, F.O.B. NEW YOR 

Stove Boards 


Stove boards (paper lined), 24 x 24, 
$8.40 per doz.; 26 x , $9 


32 x 32, $14.75 per doz.: 
35 x 35, $17.40 per doz., and 32 x 42. 
$19.80 per doz. 


Stove Pipe Dampers 


Stove pipe d: ampers, 4% and 5 in., 
$1.35 per doz.; 5% in., $1.50 per doz.; 
6 in., $1.60 per doz.; "9 in., $2.25 per 
doz., and 8 in., $2.60 per doz. These 
prices are net. 


Industrial Brushes Up 
20 Per Cent 


Last week local jobbers announce a 
20 per cent advance on _ industrial 
brushes. Household brush prices re- 
main unchanged. Stocks are satisfac- 
tory and sales have been fairly active 
in this market. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. NEW YORK: 


A discount of 33% per cent. on the 
following household and personal use 


brushes, which are quoted here at 
list prices. 

Nail brushes, &85c. each; split 
duster, $1.25; cloth brush and skirt 
brush, $1.60; dust mop, $1.90; bath 
brush, medium, $1.95; large, $2.30; 
refrigerator brush, 30c.: percolator 
brush, 15c.; vegetable brush, 25c.; 
dish mop, "85c.: pan greaser, 3 
dustpan and bru sh, $1; radiator 
brush, 55c.; 


bottle brush, 35c. 


Weatherstrip Very Active; 
Felt Type Is Scarce 


Weatherstrip continues very active 
with both wholesalers and retailers. 
Felt strip is said to be very scarce in 
the local wholesale market. Prices 
have been firm. 

JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.0.B. NEW YORK: 


Wirf’s weatherstrip, re 500 ft. 
to the reel, maroon, 7.50 per reel; 
white, $35 per reel. 
Nero weatherstrip, 
$21 per reel 


in 500 ft. reels; 
or $4.20 per 


Metropolitan weatherstrip, in 100 
ft. rolls: No. 0 and No. 1, $1.80 per 
roli: No. 1%, $2.55 per roll, and No. 
, $2.90 per roll; No. 4, $3.60 per roll, 
and No. 7, $4.35 per roll. 

Metallic weatherstrip, In 190 ft. 
rolls: No. 38, $2.15 per roll: No, 39, 
= per roll, and No. 40, $2.90 per 
roll. 

Felt weatherstrip, in 100 ft. rolls: 
No. 18, $2.35 per roll: No. 19, $2.75 
per roll, and No. 20, $3.75 per roll. 
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Snow Goods Sales Lighter in 
New York Market 


The sale of various snow goods is 
running lighter in the New York mar- 
ket, there not having been any snow 
in the Metropolitan area. Upstate 
towns have had storms and snow but 
the city of New York and its wholesale 
area have been having considerable 
rain without only rumors of snow and 
cold weather. The majority of dealers 
are prepared for good sales on snow 
goods when the first local storm ap- 
pears. Wholesale stocks are not heavy 
and the aggregate volume of business 
already written on this line is consid- 
ered satisfactory in view of the lack 
of snow. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Long handled snow shovels, $4.50 
per doz.; American steel, $9.35 per 
doz.; galvanized steel (2% x 16 in.), 
$11.40 per doz.; Menzie shovels, $10.80 
per doz. 

Snow pushers, 12 x 18 in., $12 per 


doz.; 12 x 24, $16.20 per doz. 
Street cleaners, 12 x 31, $33 per 
Z 


OZ. 

Side-walk scrapers, solid shank 
steel blade, 7 x 4%, black finish, $4.20 
per doz.; sidewalk scrapers, 7 x 5, 
half polished, black finish, $6 per doz. 


Radio Demand Increasing in 


New York Market 


There has been a decided increased 
interest in radio sets among hardware 
dealers in the Metropolitan market area 
according to sales which have been 
made in this territory during the 
present season. The number of dealers 
handling radio is also said to be show- 
ing an increase which is definite. The 
trade expects a substantial holiday de- 
mand for radio. Parts and accessories 
are also moving in a satisfactory vol- 
ume, 


JOBBERS’ QUOTATIONS ha RE. 
TAILERS, F.0O.B. NEW YORK 


Radio Receivers 


Chelsea, 5-tube, R. F., $29.75 net; 
Chelsea, 6-tube, R. F., $37 net; Chel- 
sea, 5-tube with built-in speaker, $75 
net to dealers. 

Gilfillan Neutrodyne, GN 1, 5-tube 
model, list price, $150; dealer’s dis- 
count, 40 per cent. Same, 2 
model, list price, $120; dealer's dis- 
count, 40 per cent. Sam 
4-tube model, list price, $65: dealer’s 
discount, 40 per cent. 


Loud Speakers 


Dymac, micrometer, volume con- 
trol, v"S5. 10 each. 

K- BE, list price, $10.80. 

Spartan, adjustable, $6. 

une loud speaker unit, $2.95 


each. 

Phonograph attachment, adjustable 
loud speaker unit. Spartan brand, 
list price, $4.50. 


Radio Phones 


Spartan head phones, $3. 

Dymac, No. E-103, $2 each; No. 
G-72, $3.25 each. 

Manhattan head phones, $4. 


Radio Accessories 


Tubes, $1.75. 

Battery chargers, Tungar, $13. 

Hydrometers, 50c. each. 

Ground clamps, copper, 6c. each. 

Window lead-in strip, 10c. each. 

Lightning arrester, 23c. to 25c. 
each. 

Mica condensers, 0.00025 and 0.001, 
15¢e. each; 0.001, 18c. each; 0.002, 22c. 
each; 0.006, 36c. each. 

Porcelain insulators, 4-in. brown 
—— 10c. each; same, knob type, 
2c. eac 

Ny insulators, list price, 45c. 
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each; dealer’s discount, 3344 per cent; 
Pacent plugs, 22c. each; same, auto- 
matic type, 52c. each. 

Radio plugs, in carton lots only, 
20 plugs to a carton; list price, 65c. 
each; dealer’s discount, 40 «' cent. 

Grid a. Megohms, 1%, 2, 3 and 
4 are all 9c. each. 

Turnbuckics, 3-in., 6%c. each; 4-in., 
7%c. each. 

Blow torches, Midget, 33c. each; 
Handy, 50c. each; improved auto- 
matic, $1.10 each, and Spartan, $1.40 
each. 

Battery harness, 70c. each. 

Radio antenna outfit, $1.90 each. 

Talking tape, 52c. each. 

Ammeters, O-35 amps, 50c. each. 

Voltmeters, O-35 volts, 70 each. 

Combination meter, O-50 volts, $1 
each. 

Acid-proof battery tray, holds bat- 
teries up to 100 amps., 35c. each; 
holds battery up to 150 amps., 50c. 
each. 

Aerial wire, in 100-ft. coils: 14 
gage, solid copper, 34c. each; /22, 
stranded, plain copper, 45c. each; 
7/22 stranded, tinned copper, 565c. 
each: rubber covered wire, 85c. each. 


Batteries—A, B and C 

| Eveready “A” storage battery, 90 
| 

| 











amps., $13 each; 110 amps., $15 each. 
Batteries, No. 6, dry cells, ignition 
type, 26c, to 29c. each. 

Radio “B” batteries, unit package 
quantities. No. 766, $1. 30 each; No. 
64, $1.14 each; No. 767, $2.44 each; 
No. 772, $2.44 each; No. 770, $3. 09 
each “C” batteries, No. 771, 39c. 


Heavy Demand Continues 
for Axes, Buck Saws, Etc.; 
Factory Shipments Slow 


Axes, buck saws, one-man and two- 
man saws are very active in the New 
York wholesale hardware market. 
Stocks to date have been adequate. 

Prices have been steady. This unusual- 
ly heavy demand caused largely by the 
shortage and high price of coal started 
to show itself in the smaller communi- 
ties but latest reports indicate a stead- 
ily growing demand in Brooklyn and 
even on Manhattan Island where wood 
is not so plentiful. The demand in the 
congested districts is restricted largely 
to axes and the buck saws. 

Jobbers also report that factory 

shipments are somewhat slow due to 
| the extra heavy demand. 


JOBBERS’ PRICES TO RETAIL.- 
ERS, F.0O.B. NEW YORK: 


Axes 


Axes, Long Island pattern, 2% to 
3 Ib., ‘$1. 69 each; Connecticut pat- 
tern, 2% to 3% Ib., $1.70 each; 3 to 4 
Ib., $1.75 each, and 4 to 5 Ib., $1 81 


. 3 
a , 80 each; 4 to 6 Ib., $1. 

5 Ib., 8 each. Kentucky 
Aha, 3 to 4 lb., $1.45 each; 4 to 5 
Ib., $1.58 each. 


Buck Saws 


Double braced, polished blades, 
length 30 in., with regular tooth blade 
and red frame, 88 cents each; with 
Champion tooth blade, red frame, 95 
cents; Disston Electric, with regular 
tooth thin blade, $1.22 each; and 
Disston Perfection, reguiar tooth 
clock spring, blue blade, extra thin 
back, stained and varnished frame, 
$1.17 each. 


One-Man Saw 


Cross cut type, crucible steel, pol- 
ished, taper ound, with supple- 
mentary handle, 3 ft. long, $2.40 
each; same 4 ft. long, $3.20; same 
3% ft. long, $2.80. 














Two-Man Saw 


Cross cut pattern, 4 ft. long, - y 
each; 4% ft., $3.00 each, and 
long, $3.30 each. 


Reading matter continued on page 78 
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New York Prices Firm on 


Torches, Fire Pots 


Prices are firm and the demand con- 
sistent for torches and fire pots in the 
New York wholesale hardware market. 
Stocks are apparently satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Torches 


Turner Master Line, 43 aqt., $5.76 
each; 45 at., $6.53 each; 47 qt., $7. 
each; 48 qt. $7.18 each; 49 qt., $8.54 
each; 62 3 (Flat), $6.96 each. 


Turner Standard Line, 
Gasoline-Kerosene 


9 pt., $5.33 each; 14 pt., $5.76 each; 
22 qt., $6.53 each; 30 qt., $6.91 each; 
38 qt., $5.76 one; 39 qt., $6.05 each; 
92 qt., $6.79 each; 93 qt., $7.42 each; 
105 pt., $4.88 doch: 205 qt., $5.23 each. 


Fire Pots 
Turner Line, No. 53, $7.20 each; 
No. 63, $7.97 each; No. 66, $10.18 each; 
No. 16, $7.13 each: No. 34, $8.67 each. 


Oil Heater Sales Heavy; 


N. Y. Stocks Are Low 


Continued heavy demand on oil heat- 
ers is said to have increased the short- 
age of this item in wholesale stocks. 
Some reports at press time suggested 
that heaters were again available in 
good lots but dealers continue to com- 
plain that they are unable to obtain 
The high price and scarc- 
ity of coal has of course stimulated 
the sale of oil burning cookers and 
heaters. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS F.0O.B. NEW YORK: 


Oil Heaters 
in ey ee 
a ee oe Ne, cc ccwcccesese $17.50 
N eS nc og e000 668 22.50 
POO. FE @ DUFMCTBs. cc cccccccccccs 28.50 
POO. TH © DURMOTBs occ ccccccccces 39.50 





Perfection dealer's discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN Bg ag Model)— 
No. 42 





Ph tencneeek oeun $17.50 
No. 43 ; ee 22.50 
ee ee a ED. car eccscoeses 28.50 


Puritan discounts same as Perfec- 








NESCO— 
OE $ 9.50 
No. 313 3 burmers.............. 17.35 
ON) Se are 22.50 
Be, Be 6 WEB ccc cc ccccccce 28.00 
BVO. BLS © BUPMOTB..cccccccccces 39.50 
No. 1102 shelf only........ 5.25 
No. 1103 shelf only........ 6.50 
o. 1104 shelf only........ 8.00 
No. 1105 ee GO. wcccses 9.7 
Nesco ‘'s discount, 30 and 5 
per cent; lots of 10 or more, 30 

and 65. 

Ovens 
PERFECTION— 

1 1 burner plain door... .$2.50 


No. 211 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
eee. cadens hn 4666 «+ * 6.15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 





PURITAN— 


No. 42G 2 burners glass door... .$5.50 

Dealer’s discount, 10 or more, 30 
=" per cent; less than 10, 30 per 
cen 


co— 
No. 05 1 paraee solid door...... $2.10 
No. 5 1 burner glass door...... 2.25 
No. 010 1 burner solid door...... Tig 
No. 101 burner glass door...... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... 5.70 , 


= discount, 30 and 5 per 
ent. 
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A Huge Success for Dealers 
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HE year 1925 has proven to 
dealers that they can stock and 
sell the New Design White 
Mountain Freezer with the utmost 
confidence. Reports from all over the 
country tell of increased dealer sales 
and customer satisfaction. The Triple 
Motion principle has maintained 
White Mountain leadership. The New 1926 promises to be another White 
Design retains this exclusive feature Mountain year. Dealers are urged 
in an impr oved pr oduct—more sub- to place early orders to cover their 
stantial, easier to operate—easier to requirements for the approaching 
sell—backed by an effective national 'e Cream Freezer season. 


advertising campaign. 





Exclusive Manufacturers 


THE WHITE MOUNTAIN FREEZER CO. Inc. 


NASHUA. NEW HAMPSHIRE 
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Futures Active in Northwest Markets— 


Holiday Lines Moving Well 


(Minneapolis office of HARDWARE AGE) 


USINESS in the Northwest tributary to the Twin Cities has 
B swung into the final stretch for the year. Stores are fully 
prepared for the holiday trade which must be completed 
before the end of this month. Judging by the throngs of people 
in the stores and the amount of actual purchasing in progress, the 
business will be very satisfactory. 

Some of the retailers in the larger cities still state that sales are 
not ahead of those of last year, but the orders going to the mer- 
chants in the smaller towns and cities indicate that there is far 
more business than there was last year in a like period of time. 
Reorders are frequent at the jobbing houses, and sales on the 
average are very good. There is no speculative buying, dealers 
preferring to buy as needed. Approach of inventory time also has 
a restrictive effect on buying for immediate delivery. 

Future orders are showing larger totals than last year at this 
time, indicating a firm belief on the part of the dealers that trade 
next year will continue to show the expansion which has been one 
of the leading features of business this year. Building activities 
have shown little sign of terminating, the colder weather having 
had little effect on it. Prospects for spring are excellent in this 
line. Collections are very good, and there seems to be more ready 
money for holiday buying than in the past two or more years. 

Prices are strong, with indications of seeking higher levels in 
some lines. The present strength of the lead market is showing 
in the price of various articles. While there has been no advance 
in ammunition in this market, prices of other items in which lead 
figures strongly have shown upward tendencies. 

ASH SIFTERS.—Sales are daily in- ——————________ 
creasing, with stocks well filled for | operations all over the territory. 
the demand. Prices have not changed. | COAL HODS.—Demand is improving 


We quote from jobbers’ stocks, with the steadier cold weather. Stocks 


f.o.b. Twin Cities: Wood square ash : 
sifters at $2: metallic rounds, $4.25 ; are well filled, and prices steady. 
We quote from jobbers’ stocks, 


and wood barrel at $6 per dozen., net. 
AXES.—Buying has increased on axes, f.o.b. Twin Cities: Japanned open 17 
in. coal hods at $3.60; 18 in. at $4.15; 





as the colder weather enables wood — japanned funnel hods, 17 in., $4.50; 
cutters to start their winter’s work. | 18 ~ i ee open, 17 in., 

. |° 2. in., $5.50; galvanized funnel, 
Stocks are well filled, and prices un- | i7 'in., $6.45, and 18 in., $7 per dozen’ 
changed. net. 


DAMPERS.—Call is fair, with prices 


We quote from jobbers’ stocks, 





f.o.b. Twin Cities: Single bit base +h 
weight axes at $14.50, and double bit unchanged. 
a weight axes at $19.50 per doz., We quote from jobbers’ stocks, 
; : | f.o.b. Twin Cities: Cast iron, wood 
BALE TIES.—Baling operations are in | handle oe, 6 in., $1.40, and cast 
° ° ° ; < 3 i 2 
full swing, and bale ties are in demand. | a eo iy Sw oes eee 
Prices are steady as last quoted. | 
ue ayer sa | EAVES TROUGH, CONDUCTOR PIPE 
‘fe quote from jo rs’ stocks, : 
f.0.b. Twin Cities: Single loop bale |AND ELBOWS.—Demand for this 
ae o% x 7 $1.50; 9% x 15, $1.36; | class of material has held up very well. 
BOLTS Te fai th se Stocks are ample for the present needs, 
. _ ». “9 are fair, with prices | and prices firm. 
olaing steaay. | We quote from jobbers’ stocks, 
We quote from jobbers’ stocks, f.o.b. Twin Cities: Slip joint, 28 ga., 
f.o.b. Twin Cities: Carriage bolts at 5 in. single bead eaves trough at 
45 per cent: machine bolts at 50 per $6.05 per 100 ft.: 29 ga., $5.50 per 
cent; stove bolts at 75 per cent, and | 100 ft.; 28 ga., 3 in. conductor pipe at 


lag screws at 55 per cent from list. $5.40 per 100 ft.; 3 in., elbows, $1.73 
per dozen, net. 


BRADS.—Demand still is fair, with | 
-- nap Alpe FIELD FENCE. — Future delivery or- 

















stocks ample. Prices have not changed. | ‘ : 
ders are improving. Prices are steady. | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 We quote from jobbers’ stocks, 
lb. boxes at 75 per cent from lists. f.o.b. Twin Cities: 26 in. 10 ga. top | 

’ =— and bottom 13 ga. intermediate type 
BUILDERS HARDWARE. De mand | of fence at $30.04 per roll with other | 
is steady and particularly good for this sizes and weights in proportion. | 
late in the season. Open weather has _ FILES.—Sales are fair, with prices | 

| 


permitted the continuing of building | unchanged. 


Reading matter continued on page 80 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: est grade files 
at 50 per cent, and second grade files 
at 60 per cent from list. 

GALVANIZED WARE.—Sales_ are 
normal, with stocks ample for the call. 
While prices show no change at pres- 
ent, with the prices of lead and lead 
products showing strength, there is - 
some possibility of changes in all lines 


affected. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
alvanized tubs at $7.50; No. 2, $8.25; 
o. 3, $9.45; heavy tubs, No. 1, 
$12.60; No. 2, $13.80; No. 3, $15.00; 
standard 10-qt. pails, $2.70; 12-qt., 
$3.05; 14-qt., $3.40; stock pails, 16-qt., 
$5, and 18-qt., $5.50 per dozen, net. 


GLASS AND PUTTY.—Stocks are 
well rounded, with prices firm. Sales 
are still very good. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, 
single strength glass, 83 per cent; 
double strength, 85 per cent, and 
strictly pure putty in 50-lb. drums 
at $4.85 cwt., net. 

HAMMERS AND HATCHETS.—Holi- 
day buying in small tools is well under 
way. Stocks are being kept up for this 
demand. Prices are firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers at $12.60; 
Plumb No. HF81, $10.50; Plumb No. 
2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2, claw, $12.50 


per dozen, net. 
LANTERNS.—Demand is very good, 
with stocks well assorted. Prices show 


no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen 
net. 

NAILS.—Sales are still fair, with 
stocks ample. Prices are steady and 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg base, and cement 
coated wire nails at $2.40 keg, base. 

OIL HEATERS.—Demand has _ been 
very good, and sales still are excellent. 


Prices have not changed. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 

OIL STOVES, OVENS AND WATER 
HEATERS.—Spring delivery business 
is developing very nicely. Some cur- 
rent demand is still evident in a retail 
way. Prices have not changed. 


Prices to retailers f.o.b. Twin 


Cities: ; 
Oil Cook Stoves 
PERFECTION— es 
Se. eer $17.50 
No. 7S 3 DUPMETS... sc cccccccvess 22.50 
Mie. FTE @ DEMOTUs oocc cc vccccves 28.50 
No. 75 5 burners..........-.-..- 39.00 


Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 
No. 


Se (te ED. Cc eoeceeeeeses $17.50 

Mae. 4B BS BUPMOTB< oc ccccccscecee 22.50 

No. 44 4 burners......... ee ian 28.50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 
a fe: oP. Cc 0 6k eee beans $9.50 
ae) 2 ee 17.35 
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Self Locking 
Bracket 
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This is the simple 
latch that takes up 
any stretch in top 
and does away wiih 
end pieces. 





The Final Word 
in Folding Cots 


All in one piece! So easy 
to put up that it’s a 
pleasure. Every feature 
carefully worked out. 
Everything old fashion- 
ed in cots has been done 
away with. 


Goldwyn brings cot 
comfort and conven- 
ience. It will be the big- 
gest cot seller of a decade. 


Made in Wood 
and in Metal 


Goldwyn cots comprise 
a complete line of one 
piece folding cots, made 
in wood or metal. They 
come in five different styles 
and at five different prices. 
This gives you the most com- 
plete line of folding cots on 
the market. 


Each cot is a masterpiece of 
utility and comfort. 


Read the ten reasons. 


See The GOLDWYN First 
Before You Order Cots 


It is to your interest to wait until you see the Goldwyn be- 
fore you buy any more cots. Further facts about Goldwyn 
one piece folding cots are contained in an interesting 
pamphlet which we will! send you on request. 





Write to Your Jobber or Direct to 


GOLDWYN MFG. COMPANY 


1455 West 37th Street Dept. 10 Chicago, II. 





Frame 








Ten Reasons Why 
Goldwyn is the Best 
Folding Cot Made: 


1 — Removable top on metal cot 
can be detached and replaced 
in a few minutes. Adjustments 
to take up stretch. No wrin- 
kles. No cutouts at corners. 


2 Automatic, self-locking 
bracket. 


3—No end pieces to drag into 


place. 

4 Requires less than one minute 
to set up and take down. 

3 —Comes in metal and wood. 
Metal cot is of fine quality 
steel tubing of extra strength. 
Wood cot is of fine hard wood. 


6~ Full size. When opened it is 
6 ft..6 in. long, 27 in. wide. 


7—Light weight—metal cot 

weighs only 18 pounds—wood- 
en cot about 16 pounds. 

8 —Rizid— Cannot buckle in cen- 

ter. Solid comfort assured. 

9 — Beauty! Metal parts beautiful- 


ly finished in maroon enamel. 
Olive Drab Top. 


10—Felds up into a compact 
package, the size of a small 
golf bag 






“Comes in Wood 
and in Metal— 
3 different tops— 

Canvas, Felt padded, 

and imported 

cloth 








How Canvas 


Is Bolted to 








80 
e@. BIB B WURMOTB...ccccccccces 22.00 
No. 214 4 DUPmMers........c.e00. 28.00 
BUD. Bee © BUPMOTB. «ccccecccccce 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner glass door.... 2.75 
No. 121G 1 burner glass door.... 4.90 
No. aan 2 burners glass door... 6.00 
No. 142G ee ee eee ee ee ee ee eee 6.15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent, less than 10, 30 
per cent. 
PURITAN— 
No. 42 G 2 burners glass door. .$5.50 
Dealer’s discount, 10 or more, 30 
_ 5 per cent; less than 10, 30 per 
NESsco— 
No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
oo 030 2 burners solid door.... 5.40 
30 2 burners glass door.... 0.10 
ge AA discount, 30 and 5 per 
cent. 

Water Heaters 
ae aaa ern Danan es ae $45 ».00 
POeeeOtsem oO. SEB «cc cccccccses 40.00 
Perfection NO. 421 .....scccves 80.00 

Nesco discount, 30 and 5 per cent: 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more: less than 


10, 30 per cent. 

Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 

and $48 per gross. 
Discounts same as on oil 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Sales 
have held up very well. Prices show a 
tendency to strengthen, with white 
lead being quoted on a higher basis. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
paints at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 

PAPER.—Building paper still is mov- 


ing out at a fair rate. Prices have not 


changed. 


We quote 
f.o.b. Twin Cities: 


cook 


from jobbers’ stocks, 
Red rosin build- 


ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 cwt., and tarred felt at $3.35 
cwt., net. 


PYREX OVEN WARE.—Sales in a 


retail way are very excellent, with | 


stocks well filled for the holiday de- 
mand. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17: No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 


pans, 60c.; No. 231 utility pans, 67c. ; 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. + tea pots, $2.33 
each net. 


HARDWARE AGE 


REGISTERS.—Demand 
prices unchanged. 


We quote from jobbers’ 
f.o.b. Twin Cities: Cast iron regis- 
ters at 20 per cent and steel regis- 
ters at 40 per cent from lists. 


is fair, 


stocks, 











| ROPE.—Demand is steady and fair. 


| Prices show no changes. 

We quote from jobbers’ stocks. 

f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ib. base, and _ best 
grade sisal rope at 19%c. lb. base. 


with 





SASH CORDS AND WEIGHTS.— | 


Sales are fair, but show a decrease 


_ over those of a few weeks ago. Prices | 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade sash 
cord, 78\4c. Ilb.:; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 


SCREWS.—Jobbing 


| 
| 
| 
| 
| have not changed. 
| 
| 
} 


sales for 


trade is fair. Prices are steady. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head japanned, 65-25 per cent; 
round head blued Xie 25 per cent: 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 
from lists. 


SIDEWALK SCRAPERS.—Demand is 
beginning to be felt in a retail way. 
_ Stocks are well filled, and prices steady. 


stocks, 


We quote from jobbers’ 
side- 


f.o.b. Twin Cities: Kohler’s 
walk scrapers at $5 per dozen, net. 


| SKATES.—Demand is excellent in this 
| territory, with stocks heavy for the 
December will prove a heavy 
| month for skate sales, which are in 


i 
| 


eall. 


| full swing. Prices show no changes. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skates, $4 pair; 
North Star aluminum finish tube 
skates and shoes, $7.25 pair; nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish, 
$6.50 pair. 


improving, with stocks well 


eo pom no changes. 
quote from jobbers’ stocks, 
tok * twin Cities: Wood snow shov- 
els, $19; steel blade, straight han- 
dle, $4.50: galvanized steel blade, D 
handle, 15% x 17, $10.80, and 16 x 
21, $11.50 per dozen net. 








SOLDER.—Demand is fair, with petoen 


| steady and strong. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 42c. lb. and strict- 
ly half and half solder at 41c. Ib., net. 


STEEL SHEETS.—Demand is 





later 
delivery are beginning to show. Retail 


SNOW SHOVELS.—Retail sales are 
filled. 


still 
good, with prices holding firm. There 
have been some advances in other mar- | 





Unique Device for Oiling 
Auto Springs 

A novel device called “Brad-Cup” 
and constructed to evenly lubricate the 
leaves of an automobile spring is being 
manufactured by C. Goodwin Bradley, 
Inc., 4382 N. Franklin St., Syracuse, 
N. Y. It is constructed of a gray iron 
casting which contains the oil reservoir 
and which is filled from the top side. A 
small hinged cover acts as a protector 
from dirt and foreign matter. The per- 
forated metal facing of the reservoir 
permits the oil to reach the felt pad 
which covers it and which in turn 
transmits the oil to the leaves of the 
auto spring. The flexing of the spring 








is fed through a wick. 


Reading matter continued on page 82 


draws the oil along the leaves in some- 
thing of the same manner that a lamp 


| 
| 
| 





| 
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kets, but no changes have _ been 
announced here. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.35 cwt. and galvanized steel 
sheets at $5.60 cwt., base. 

STEEL TRAPS.—Demand is_ good, 


with stocks well filled. Prices are firm. 
We quote from jobbers’ acks, 


f.o.b. Twin Cities: Triumph No. 
traps, 9c.; No. , c.; No. 1%, 
18%4c.; No. 2, 25%c.; No. 3, 41l4c.; 


No. 4, 50%e.; No. 115, 15¢.: No. 215, 
9 315, $1.15; 


2914c.; No No. 115X, 
201he. : : No. 215X, 30%4c. each; Victor, 
No, 0, traps at "$1.10: No. 1, $1.38; 
No. 1%, $2.44; No. 2, $3.36. Oneida 


jump traps, No. 0, $1.59: No. 1, $1.83; 
No. 1%, $2.81 per dozen, net. 


STOVE BOARDS.—Sales are normal, 
with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $16.95; 30 x 830, 
$19.70; 36 x 36, $27.45 per dozen, 
net. 


STOVE PIPE AND ELBOWS.—De- 
mand is fair, with stocks ample. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. — Cities: Uniform, blued, 
28 ga., in., knocked down stove 
pipe at $14. 75 per 100 lengths: com- 
mon iron corrugated elbows, 6 in., 
$1.30, and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 


STOVE SHOVELS.—Call is normal, 
with prices steady. 


We quote from jobbers’ stocks, 
f.0.b. Twin Cities : Japanned, 14% in. 
stove shovels, 50c.; Jumbo, 21% in., 
$1.55; Jumbo, Jr., 14 in., 85c. per 
dozen, net. 

TORCHES.—tThere is a certain demand 
for furnaces and torches. Spring 


orders are beginning to show up well. 


_ Prices are firm as quoted. 


stocks, 
Master 
. 45, at., 
. 48, at, 


We quote from jobbers’ 
f.o.b. Twin Cities: Turner 


pt., $5.33; No. 14, pt., 
6.53; No. 30, at., 
5.76; No. 39, aqt., 
6.7 No. 93, at., 
>; No. 205, 
urner Fire Pots: 

- . 66, 
$7.13; No. 34, $8.67 


$10.18: No. 76, 


each, net. 
WIRE.—Call is steady, with stocks 
graded down for inventory. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod get smooth black 
wire No. 9, $3.2 owt, and galva- 
nized smooth wire us 9, $3.70 cwt. 


EK. A. Cowles Now President 
Cowles Tool Company 


E. A. Cowles has been made presi- 
dent and general manager of the 
Cowles Tool Co., Cleveland, manufac- 
turer of milling cutters and special 
tools, succeeding in the presidency the 
late H. S. Hunter, of Pittsburgh, who 


died recently. 


QO. S. Larkby Director Cincin- 
nati Business Club 


Oliver S. Larkby, assistant secretary 
Edwards Mfg. Co., Cincinnati, manu- 
facturer of sheet metal products, has 
been elected a director of the Business 
Men’s Club of Cincinnati. 
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Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


MARAT! 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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Think 
of all the nuts! 


There are all kinds and sizes 
ona car which are apt to work 
loose. Some are easy to get at; 
others are in out of the way 
places. All should be kept 
tight NONE BETTER 
Socket Wrench Sets make it 
easy for the car owner. Every 
owner should have a set. 
Practically every owner who 
hasn’t can be sold a set. The 
potential market can be de- 
termined by the number of 
cars in operation. With a 
stock of NONE BETTER 
Socket Wrench Sets, you are 
sure to get your share of this 
profitable business. 
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The No. 30 Combina- 
tion Set illustrated is 
but one of ten sets; 
all are of the same 


NONE BETTER 
Quality. The only 
difference is in the 


/\ combinations. 


Write for our catalog; 
select the combinations 
you want to stock; 
send your order to 
your jobber. 


The New Britain Machine Co. 
198 Chestnut St. 


New Britain Connecticut 


NONE BETTER, 
KHSo chet Wrench Sets 











| 





LOO 299989858080 800000505050 005000 505050505050 505050505050 50005050 0050 





© 
O 
© 
O 
© 
O 
© 
O 
© 
O 
fo) 
O 
fo) 
O 
fo) 
O 
© 
O 
© 
O 
e 
O 
© 
O 
© 
O 


POPOVPOOPOD9POD9O ZO OO 9ZO0 G0 008 


























82 


HARDWARE AGE 





December 10, 1925 


Expect Good Holiday Sales in Cleveland 
—Retail Stocks Reported as. Light 


(Cleveland office of HARDWARE AGB) 


; OLIDAY sales by Cleveland jobbers continue in very good 
volume, and a record-breaking business is expected in some 


lines. 


Merchandise that is now particularly active includes 


electrical household appliances, radio equipment, silverware, cutlery, 
glass baking ware, juvenile vehicles and tool kits. Jobber stocks of 
most lines are ample, although late buyers may have trouble in 


getting electrical household appliances. 


One manufacturer has ad- 


vised the trade that he can take no more orders for percolators for 


this year. 


Jobbers’ sales outside of holiday merchandise are good, but show 
some falling off. With inventory time drawing near, retailers are 
disposed to allow their stocks of staple merchandise to run low. A 
fair volume of business is being taken in seasonal merchandise for 
spring. Very few price changes are reported, and not many are 


expected for next month. 


Business with Cleveland retailers is fair, and the retail trade 


looks for a heavy holiday trade. 


ALCOHOL.—The demand for denatured | 
are un- 


alcohol is fair and prices | 
changed. 
Cleveland jobbers quote denatured 


alcohol in barrel lots at 58c. per gal. 
AUTOMOBILE TIRES AND ACCES- 
SORIES.—The demand for tires is not 
large, but fully up to normal for this 
season of the year. Accessories are 


rather quiet, although some holiday de- | 


mand is looked for. 


We quote from jobbers’ 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 
1, $2.33: No. 2, $3.33 in lots of 12; 
Derf spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for 
less than 100 and 41c. each for over 


stocks, 





100: Champion regular, 53c. each for 
less than 100, all sizes; 50c. each for 
over 100; Reliable jacks, No. 00, $1; 
No. 1, $1.25; Nos. 2 and 3, $1.75. 


AXES.—The recent buying spurt is 
quieted down and sales are light. Prices 


are unchanged. 

Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 

BOILERS AND RADIATION.—There 
has been irregularity in prices for some 


time and this has become more pro- 














nounced. Competitive conditions ap- 
pear to be resulting in considerable 
price shading. 

BATTERIES.—The demand for radio 
batteries is very heavy. Jobbers have 
secured shipments on some types on 
which they are running short, and the 








supply is expected to be ample for the | 
holiday trade. 


Jobbers quote f.o.b. Cleveland: 
No. 766 B batteries, $1.30 each for 
unit packages and $1.40 for small 
lots 


Eveready B batteries, No. 486, $3.58 
each for unit packages and $3.85 each | 
for smaller lots. 

No. 6 Ignition cell 
teries, 29c. each. 


type dry bat- 





| BINDER TWINE. —A fair amount of 
business has been booked for spring 
shipment since the recently announced 
reaffirmation of last year’s prices. 


Cleveland jobbers quote first grade 
binder twine at $6.98% per bale, 50-Ib. 
ross f.o.b. Cleveland and $6.87% 
.o.b. Chicago or Auburn, N. Y. 


BIRD CAGES.—These are in good de- 
mand for the holiday trade. 


Cleveland jobbers quote bird cages 
as follows: 


No. 275, $3 each: No. 274, $2.50 
each; Nos. 25 and 530, $5 each. 
BOLTS AND NUTS.—Manufacturers 


have adopted present discounts for the 
first quarter except on stove bolts, 
which they have advanced 10 per cent. 
Jobbers’ prices are unchanged. The 
demand is very good. 


Jobbers quote f.o.b. 
Large machine bolts, 
50 and 10 per cent off 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off list. 
BRASS AND COPPER.—A reduction 
of % cent per pound has been made on 
brass and copper sheets, rods and tub- 
ing. Cleveland jobbers quote copper 
sheets at 22% cents per pound base, 


and brass sheets at 20% cents. 


CORRUGATED ROOFING.—An ad- 
vance of 30 cents per square on the 
base gage has been made on corrugated 
roofing for the first quarter. Jobbers’ 
prices for current orders are unchanged. 
Cleveland jobbers quote 28-gage cor- 
rugated roofing at $4 per square. 


DUTCH OVENS.—tThese are still mov- 


Cleveland: 
cut threads, 
list; small 


_ ing quite freely from jobbers’ stocks. 


Cleveland jobbers quote Tite-top 
ovens: 10% in., $2.15; 11% in., $2.55; 
a4 As. in., $2.88; 13% in., $3.45; 14% in. 


6-ft. 


$30.05 per hundred; 6%-ft. 














FENCE POSTS.—Sales for spring ship-_ | 


ment are light. 
Jobbers quote f.o.b. Cleveland: 
posts, 
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posts, $32.26 per hundred; 7-ft. posts, 
$34.43 per hundred; 7%- ft. posts, 
$36.65 per hundred; 8-ft. posts, $38.83 
per hundred; Ic. Bs less for lots of 
500 or more. 
GALVANIZED WARE.—The demand 
is fair with price unchanged. 
Jobbers quote f.o.b. Cleveland: 
l-bu. galvanized baskets, corru- 
gated, $6.50 per doz.; better grade 
with rope handles, $20 per doz.; pails, 
10-qt., $2.40 per doz.; 12-qt., $2.60 
per doz. : 14-qt., $2.90 per doz.; 16-qt., 
$3.55 per doz. 


GAME TRAPS.—Sales by jobbers this 
year have been heavier than during 
several previous years. The demand is 
still fair, although not as heavy as it 
has been. 


Jobbers quote f.o.b. Cleveland: 

Victor game eaee, No. 0, $1.10 per 
doz.; No. 1, $1.38 per doz.; No. 1%, 
$2 44 per doz. ; No. 2, $3. 36 er doz.; 
Oneida %< ‘traps, No. 38 59 per 
doz.; No $1. 83 per hae, No. 1%, 
$2. 83 per pM No. 2, $4.38 per doz. 


GLASS BAKING WARE.—Holiday 
sales are still being made in fairly 


heavy volume. Jobbers have good 
stocks. 
Jobbers quote f.o.b. Cleveland: 
Casseroles, round or oval, 1-qt, 
$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. higher. 
Pie Plates, 8-in., 50c.; 9-in., 60c.; 
10-in., 67¢c 
. Bread Pans, No. 212, 60c.; No. 214, 
No. 231, 67c.; No. 


: Utility, Dishes, 
Tea Pots, 2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


GARDEN HOSE.—While there has 
been talk of higher prices for some 
time no changes have been made. 


Cleveland jobbers quote % in. 
double braided garden hose, 10c. per 
ft.; for bale lots, % in., 9%c. per ft., 
and % in., lle. per ft. 


HANDLES.—Sales are light and prices 


unchanged. 

Jobbers quote f.o.b. Cleveland: 

Axe te ey —No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected Ry ‘hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer Handles. — 

No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
chucked and bored, XX, “dor ft. 
per doz.; 5 ft., $4.50 +." Oz 
4% ft., $4.15 per doz.; , $5. 10 per 

30. 90 per doz.; 


doz.; X bent, 4% ft., 
5 ft., $3.20 per doz. 
Fork Handies.—Bent XX, 
4% ft., $4.25 per 


Manure 

4 ft., $3.90 per doz.; 

doz. ; , bent, 4 ft., $2. g0° per doz.; 
4% ft., $2.90 per doz. 

Garden Hoe Handiles.—XxX, 4% ft., 
$3.30 per doz.; No. 1, 4% ft., $1.50 
per doz. 

Garden Rake WHandles.—XX, 6ft., 
$6.25 doz.; No. 1, $2.65 per doz. 

Shovel Handles.—Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
75 per doz, : D handle, $5.60 per 


: “Spade Handles.—X grade, $5.40 per 
aozZ. 


ICE SKATES.—These are moving 
good volume for Christmas trade. 


Jobbers quote f.o.b. Cleveland: 
Polished, screw clamp skate, 84c.; 
same, nickel plated, $1.19; high car- 
bon runners, $1.62: same, highly fin- 
ished, $3.24: ladies’ skates, polished, 
$1.12: Alumo shoe skates. nickel sil- 
ver finish, $7.25; satin finish, $5.50; 


in 
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WROUGHT BRONZE WROUGHT STEEL 
The Quality Line 


THE NEW 


o> BASIL DESIGN s 





























The Finest Stamped Design Made 








READING HARDWARE COMPANY 
wma READING, PENNA. reece eT 
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AINUNIUNILULNAH MDAVNUUUNNNNNNA AANA NAAT 


The “‘Tomorrow’ Customer 


ee “Really don’t expect to buy today. I saw some of that 
f La ae Screen Cloth you have in your window so I came in 
UDLOWSAYLON out of the rain—been putting it off ‘til spring.” 
WIRE CO. That’s something like the trend of conversation. He 
‘NIKOLITE should be encouraged! Tell him something about 
“Perfect” and “Nikolite” quality and durability. PAINTED SCREE 


DULL FINISH” 
4) ce 


Wire cLoTP 


It won't take long to sell him. He wasn’t quite ready 
to buy, but “Perfect” was too much of a temptation 
to “put off ’til tomorrow” what was just as easy to do 
with the assistance of “Perfect” a sale is made. 





today 


See your Jobber. 


PINVHILLAONOUA AUN UIUGUUUULATNAL 


LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 


MA 
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Model, $19; professional 


De Luxe 
hockey, $10. 


INCUBATORS.—These are inactive at | 


present, although there is considerable | 


early buying. 

Cleveland jobbers quote incubators 
at 30 per cent off list, f.o.b. Cleveland, 
and 35 per cent off list, f.o.b. factory. 
NAILS AND WIRE.—The demand for 
these is not active, although sales are 
somewhat better than a few weeks ago. 
Prices are unchanged. 


Jobbers quote nails at $2.75 per 


keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 

Jobbers quote as follows from 
stocks: 


Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3. 45 per 


100 Ib.; No. 9 annealed wire, $3 per 
100 1b.; cement coated nails, $2. 40 per 
100 lb.; polished fence staples, $3.70 


per 100 lb.; galvanized fence staples, 
$3.95 per 100 Ib.; miscellaneous nails 
and wire brads, 70 and 10 per cent off 
list. 

Barbed Wire.—80-rod spools, Ly- 
man, 4 point cattle wire, $3.25; same 
hog wire, $3.50; American special hog 
wire, $2.50 


PAINTS AND OILS.—The recent at- | 
tempt to advance white lead % cent 
per lb. for spring shipment seems to 
have failed and manufacturers have 
gone back to the old price. The advance 
was not made by all makers. Jobbers 
are booking a good volume of business 
in mixed paints and varnishes for spring 
shipment. 


Jobbers quote f.o.b. Cleveland: 
Mixed paints, regular shades, best 


grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal, in 1 
gal. cans. 

Turpentine in bbls., $1.26, less than 
bbl., $1.41 per gal. 

Linseed oil in bbls. , $1.07; less than 
bor. $1.22. Boiled, 3c. extra per gal. 
White lead, in 100-lb. kegs, 15%c. 
per Ib.; in 50 and 25-lb. kegs, 15%c. 
per lb.; in 12%-lb. kegs, 15%c. per 


Ib.; in 500-lb. lots, 10 per cent dis- 
count: other prices are net. 


POULTRY NETTING AND WIRE 
CLOTH.—Jobbers are booking a fair 
volume of orders for spring shipment. 
Prices are firm. 


Cleveland jobbers quote poultry 
netting at 50 and 7% per cent off list: 
galvanized before weaving, 50 and 10 
and 7% per cent off list; wire cloth, 
black, $1.85 per 100 sq. ft.; galva- 
nized, $2.05 to $2.10 per 100 sq. ft. 


POULTRY SUPPLIES.— These are 
quiet. 

Cleveland jobbers quote celluloid 
leg bands, American size, $3.10 per 
thousand; Mediterranean, $2.85 per 
thousand: aluminum leg bands, $3 


per thousand. 
RADIO EQUIPMENT.—The demand 
for radio sets for the holiday trade is 








| 
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| still heavy. Some of the manufacturers 
_ state that their stocks of certain models 
are likely to be entirely exhausted be- 
fore Christmas. 
REFRIGERATORS.—Jobbers are get- 
ting fair volume of orders for spring 
delivery and report sales are in heavier 
volume than at this time last year. 
Prices are steady. 

ROLLER SKATES.—Retailers are buy- 


_ing liberally for Christmas trade and 


some orders are being placed for spring 
delivery. 
We quote from jobbers’ 
f.o.b. Cleveland: 
Union skates, Nos. 4 and 5, $1.42 
per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 
ROPE.—A fair volume of rope business 
is being booked for spring shipment. 
Prices are firm. 


Cleveland jobbers quote first grade 
Manila rope, 25%c. per Ib. at mill and 


stocks, 


26c. per Ib. out of stock; second 
grade, 2c. less; Sisal rope, 18c. from 
mill and 18ec. from stock; second 


grade, 2c. less. 


ROASTERS.—The demand for these i 


— 
NM 


holding up well. 


Cleveland 
blued steel 


jobbers quote Savory 
roasters, small family 
size, $8.90 per doz.; large family size, 
$15 per doz.; hotel size, $33.75 per 
doz. Blue enameled, ‘small size, 
$21.25 per doz., large size, $27.50 per 
doz. Magnolia ffinish, small _ size, 
$28.50 per doz.; large size, $37.25 per 
doz. Pyrex roasters, $3.50 each. 


SAP SPOUTS AND SYRUP CANS.— 
Since the recent announcement in prices 
for next season, a fair volume of busi- 
ness is coming out. 


Cleveland jobbers quote as follows: 
Grimm sap spouts, No. 4, $2.20 per 


100; No. 4H, $2.40 per 100; No. 5, 
$2 per 100; No. 5H, $2.20 per 100. 
Syrup cans, first quality, square, 


l3c. each; oblong, 13%c. each. 


SLEDS.—Although many sleds were | 


carried over a year ago, jobbers are 
booking very good volume of business 
for the holiday trade. 


Cleveland jobbers quote sleds as 
follows: 

Flexible Flyers, 33%, per cent off 
list. Lightning Guider, 32-in., $12.50 
el doz.; 34-in., $14.25 per doz.; 36- 

$16.35 per doz.; 40-in., $18.40 per 

Son.: 45-in., $22.25 per doz.; 58-in., 
$26.15 per doz. 


STEEL SHEETS.—The demand is not 
as active as it was and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 
Galvanized sheets, 28 gage, $5.10 


per 100 Ib. 
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the competition grade of step ladders 
did not hold and the price has been 
marked down to 27 cents per foot from 


| jobbers’ stock. 

















STEP LADDERS.—The recently an- | 
nounced price of 32 cents per foot for | 


Cleveland jobbers quote best grade 
clear spruce ladders at 56 12C. per ft., 
a grade, 48c. per ft.; competi- 


tion rade, 27c. per ft.; extension 
ews ng 30-ft., $9 aaeth: 32- ft., $10.60 
each; 36-ft., $21. 85 each; 40-ft., $14.30 
each; straight ladders, 10-ft., $2.05 
each; 12-ft., $2.40 each; 14-ft., $2.70 
each; 16-ft., $3.20 each; 18-ft., $4 
each. 
STOVE PIPE AND ELBOWS.—Sales 


are limited to pick-up orders. 


Jobbers quote f.o.b factory 
Stove pipe in crates of 25. lengths. 


Security kk’ hs gage, 3 
4 in., $3.16; , $3.37; 6- P33 80: 
7-in., " $4.2 0. 

Elbows, Security blued, corrugated, 
28 gage, in., $1.02; in., $1.14; 
5 in., $1.26; 6 in., $1. 38; 7 in., $1.88: 


all per dozen. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnel, $6.50 per doz. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9. a 32 in., 
$11.45; same, wood lined, 24 in., 
$11.20 per doz.; 26 in., $13. 25; 28 in., 
$15.50; 30 in., $18, and 33 in. $21.30; 
oblong, wood lined, 18 x 24 in., $9.95 
per doz.; 18 x 30 in., $12.50; 20 x 30 
in., $15.10; 24 x 26 in., $16.65: oblong 
paper lined, 18 x 24 in., $6.45; 18 x 30 
$16.10 $8; 20 x 30 in., $9.45; 24 x 36 in., 


TORCHES AND FIRE POTS.—The de- 
mand is fairly good. 


We quote from Cleveland jobbers’ 
stocks: 

Torches.—Tuner Master line. No. 
43, qt., $5.76 each; No. 45, qt., $6.53 
each; No. 47, qt., $7. 08 each: No. 48, 
t., $7.18 each; No. 49, qt., $8.50 each: 
No. 52, pt., flat, $6.30 each. 

Turner Standard Line Gasoline- 
Kerosene. No. 9, pt., $5.35 each; 
No. 14, pt., $5.76 each; No. 22, qt., 
$6.53 each; No. 30, qt., $6.91 each; No. 
38, qt., $5.76 each; No. 39, qt., $6.05 
each; No. 92, qt., $6.79 each; No. 93, 
t., $7.42 each; No. 105, pt., $4.88 each; 
No. 205, qt., $5.23 each. 

Clayton-Lambert, No. 130, qt., $5.95 
each; No. 144, qt., $5.25 each; No. 
33, qt., $6.30 each; No. 208, qt., com- 
bination gasoline and kerosene, $6.65 
each. No. 206, 2-qt., $10.50 each. 

Fire Pots.—Turner Line, No. 53, 
$7.20 each; No. 63, $7.97 each; No 
oo $19.18 each; No. 76, $7.13 each: 
No. R, $8.67 eac 

Clayton- pelhne No. $9.80 each; 
No. 22, $7.21 each; No. 13 $7.97 each. 


WINDOW VENTILATORS. — Orders 
for these are still being placed in fair 
volume. 


Cleveland jobbers quote as follows: 

All metal frame, cloth ventilators, 
Diamond type, No. mas we m., 
$5.20 per doz.; No. 2, 11 x 39 in., $5. 60 
per doz.; No. 3, 11 x 47 in., $6. 40 per 
doz. Wooden ventilators, Continental 
type, 9 x 37 in., $4.25 per doz.: x 
49 in., $5.65 per doz.; 15 x 37 in., $5, 65; 
15 x 45 in., $7.25. 





Retail Trade Is Heavier 
Than Jobbing Volume 
Says Agency’s Summary 


Retail trade distribution has held up 
in November relatively better than 
wholesale and is beginning to feel the 
impetus of early holiday buying, ac- 
cording to Bradstreet’s weekly trade 
summary. “Both wholesale and retail 
trade continues above this time a year 
ago, but industry generally is at a con- 
siderably faster pace, although busi- 
ness and industry a year ago were par- 
ticularly active at this time,” says this 
ragency. 





“In agricultural lines, strength in 
wheat prices on foreign crop reports 
seem partly offset by the lower range 
of corn prices, movement of the latter 
grain expanding, with better weather 
for husking and marketing. All the 
grains except wheat are below a year 
ago, but live stock, despite recent de- 
clines, are still above last year’s levels. 
The active call for bituminous coal, 
resulting in an estimate last week in 
excess of the January peak, is helping 
the railroads to keep up car loadings 
in the face of small grain marketing. 
In textile production, October was 


much more active than September, but 
two-thirds of the increase in active cot- 
ton spindles seems to have been in New 
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England, although better stream flow 
reduced curtailment in the southeastern 
States. The lumber trade sends irreg- 
ular reports. Hardwood buying has 
been active, but wet weather at the 
South still retards production. On the 
north Pacific Coast there is talk of 
slowing down saw mill and shingle out- 
put, but demand for building materials 
at some northern coast cities has been 
accelerated by heavy purchases to go 
to Florida. Furniture manufacturers 
report good orders, jewelry production 
and buying are better, and radio mate- 
rials are active. On the other hand, 
some Eastern shoe manufacturing cen- 
ters report a quieting down of buying. 
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Cotes like the 
Personal Service of 


THE GLASS DEPARTMENT 


HEY like to feel that you have 

a sympathetic interest in their 
household problems—whether it 
means a new glass for grandma's 
picture or a new pane for the attic 
window which the storm blew in. 
And in cutting the glass to fit cus- 
tomer’s requirements you have an 
opportunity for personal service 
afforded by few other departments. 
Repeat sales are either the result of 
such service of exceptional mer- 
chandise or of satisfactory prices. 
Why not offer them all three induce- 
ments by equipping your glass de- 
partment with 


“™® BEST 9 


It is superior to ordinary window 
glass because of its clear vision, 
perfect flatness, freedom from de- 
fects, uniform color and great tensile 
strength. And the beauty of it all 
is It costs no more! 








SOLD AND DISTRIBUTED BY LEAD- 
ING JOBBERS IN THE PRINCIPAL 
CITIES OF THE UNITED STATES 















World's Largest Producer of Window Glass 


GENERAL OFFICES: PITTSBURGH. PA. .BRANCHES IN PRINCIPAL CITIES 


AMERICAN WINDOW CASS 
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AS EASY AS 
DRIVING A NAIL 


Anyone can set a saw accurately 
and speedily with a Gould Saw Set 
and Gauge. 


This means your possible sales will be 
increased to at least one to every saw- 
owner. 


The Gould Saw Set and Gauge is fool- 
proof. It prevents over-setting; insures a 
positive, uniform cutting-edge; saves hours 
of unnecessary saw-filing. 


It is indestructible, and sets from six to 
eleven teeth accurately with a single blow 
of the hammer. 


Retau price complete 50 cents each. 


Gould Saw Sets and Gatiges come neatly packed 
in an attractive display carton with the following 
assortment: 


1 dozen No. 8; % dozen each of Nos. 7, 9, 10 
and ll. 


This forms a popular assortment for your 
initial order. The discount is 33-1/3 per cent to 
the hardware trade. Order from your jobber, or 
if he has none in stock send us your order with 
the name of your jobber and we will see that you 
are supplied. 


If you only desire a sample we will send you 
counter display card and 1 dozen assorted sizes, 
charges prepaid, upon receipt of your check for 

.00, or we will fill your order through your 
regular jobber upon receipt of his name. Gould 
or | Sets and Gauges are unconditionally guaran- 
teed. 


You will find the Gould Saw Set and 


Gauge a fast seller. 


Gould Products Co. 


P. O. Box No. 235 
Station F Oakland, Calif. 
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The Christmas 
“Best Seller” 


THE TUCKAWAY 
A New Improved Gillette 


There is a space in your window that will pay 
you big returns if you place in it some New 
Improved Gillette Razors and set up the New 
Improved Display. The national magazines are 
telling your customers of “the Quality Razor 
of the World.” These attractive sets will find 
a place on your customers’ Gift List. Show them 
in your window and on your counters, and bene- 
fit by this advertising. 





LAST CALL! If you 
have missed this display, 
send for number 1T 


Gillette Safety Razor Co. 
Boston U. S. A. 
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Aeewalione of a Culley Julesmim 


Making Windows and Cases Talk 


By JOHN CASSIN—A Man Who Knows 


URING the past week in two cities of Ten- 
nessee I have seen four window displays of 
cutlery that were unusually interesting. 

Two of these displays by department stores, the 
other two by hardware stores. 


These displays seemed to confirm my conten- 
tion that price alone (other than when applied 
to specialties) does not influence cutlery sales. 
One of the department stores had a window full 
of household cutlery—everything from carvers 
to paring knives, nearly every article stainless— 
but not a card nor anything indicating they were 
stainless, and not a price on any article—just a 
fine “deaf and dumb” display of cutlery. Of 
course, that display let observers know that the 
store handled a line of household cutlery—but it 
didn’t tell the kind, its uses, advantages of stain- 
less, nor prices. Just like sending a “deaf and 
dumb” salesman to talk the sign language to you. 
This display was made by a high-grade store— 
the merchandise was of the best quality. Inquiry 
in the department showed that the prices were 
fair and reasonable—yet they didn’t sell much 


household cutlery and practically no_ shears, 
scissors or manicure goods. 

The other department store cutlery display was 
another full window of household cutlery, shears, 
scissors and hair clippers. The household cutlery 
included both stainless and carbon steel goods. 
Where stainless was displayed there was a neat 
sign calling attention to the fact. Every article 
was neatly and plainly priced. I don’t consider 
the quality, finish or workmanship of the mer- 
chandise in this second display equal to the 
goods shown in the first mentioned display; yet 
the prices averaged higher and they were selling 
cutlery. In the department household cutlery, 
shears, scissors, hair clippers and manicure goods 
were prominently displayed. During the half 
hour I was there they sold 1 pair shears, 2 pairs 
scissors, 2 hair clippers, several nail files and a 
number of household knives. This “popular 
priced” store is selling much more medium grade 
cutlery at higher prices than the “high grade” 
store was asking for a better line of goods. How 
do you account for it? I believe the difference 

(Continued on next page) 








Just Policy 


HAVE been asked to express an opinion about 
the use of private brands. This question 
was prompted by the articles appearing in 

one of the cutlery trade papers in which the jobber 
was advised to handle cutlery under his own 
brand. The theory being advanced that by doing 
so he was relieved of competition. 

I have read these articles and am somewhat 
surprised, as to the best of my knowledge and 
recollection there has never been any serious 
controversy about private brands versus factory 
brands. Owing to the nature of the origin of 
the American cutlery business it was but natural 
that the larger jobbers who encouraged and 
helped the early American cutlery manufacturers 
should designate that cutlery be made under their 
private brands—at that time the manufacturers’ 
brands were not well known. 

As the brands created and established by the 
larger jobbers have been in use for many years 
it might be difficult to supplant or replace them 
even if the jobber was inclined to do so. Whether 
under present day conditions even the large 
jobbers would create private brands is a question 
that I believe many would weigh carefully before 
deciding in the affirmative. Most jobbers have 


had considerable experience with private brands 


of tools and cutlery and from observation I hazard 
the opinion that the majority of jobbers are now 
strongly in favor of manufacturers’ brands. 

While I haven’t discussed this subject with the 
big mid-western distributors, who are the largest 
traders of private brand merchandise, I have 
discussed the subject with many. local jobbers 
and retailers, among whom the consensus of 
opinion seems to be that the retail merchant 
favors manufacturers’ brands. If that is correct, 
as I have every reason to believe, then the local 
jobber will handle manufacturers’ brands. 

While recognizing the position of the largest 
distributors, who for years have handled certain 
classes of merchandise bearing their own brands, 
I cannot understand how anyone can urge the 
local jobber or retailer to handle private brand 
goods. Doing so undoubtedly requires a larger in- 
vestment and the jobbers’ and retailers’ customers 
are apt to think the private brand is but a sub- 
terfuge to obtain more profit. I am quite sure 
there are many retailers buying factory brand 
saws and shears from their local jobbers who 
— not buy private brand saws and shears of 
them. 
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in the methods of display supplies the correct 
answer: one window and department talks and 
tells its story—the other window and department 
might just as well be Dumb Dora’s—they are not 
saying anything, consequently they do not attract 
attention, develop interest or create desire. 

A similar situation existed between the two 
hardware stores excepting that both are about the 
same grade or character of stores. One store had 
a window display of general cutlery in which 
was included an assortment of one of the best of 
American makes of pocket knives—not a sign or 
price in the window. Result—few sales. The 
other store displayed pocket knives, safety razors, 
shears, scissors and hair clippers, every article 
priced; razors and blades at the same prices as 
offered by chain stores; hair clippers bore a neat 
card calling the ladies’ attention to the increased 
use for clippers when the hair is bobbed. Pocket 
knives—not as good a line as handled by the 
other store—but each knife priced at good profit- 
able prices. No need to ask which store was sell- 
ing the most cutlery—of course, it is the store 
that makes its windows talk. 

In North Carolina I saw a showcase display 
of pocket knives quite different from any I have 
ever seen. The knives fastened to the bottom or 
floor of showcase, each blade open. Discussion 
brought forth the fact that since their knives 
were shown this way, sales had decreased. Per- 
haps the best way to tell about this display is to 
reproduce parts of the letter I was invited to 
write. Here it is: 


My dear Mr. 
You invited comment and suggestions about 
your pocket knife display, case and sales. As I 
am greatly interested, I am glad to accept the 
invitation. So here are the comments and sug- 
gestions, while seemingly brutally frank, they 
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are offered only with a desire to be clearly under- 
stood and helpful. 

Your display of pocket knives seems to me to 
be but another one of the things that make it 
hard for the public to buy knives. When people 
know or see what they want they buy easier and 
quicker than they do when they have just a gen- 
eral idea of their wants. Hence, the value of 
timely and correct suggestions. 

Your knife display is unusual, distinctive, 
bright, and the flash of the many open blades 
catches the eye—but the display as a whole seems 
confusing. I stood alongside your cutlery cases 
while two men purchased pocket knives, they 
happened to be men who wanted knives, and de- 
liberately walked into your store for them. Each 
looked in the showcase, but evidently didn’t see, 
or at least didn’t designate, the kind of knife 
wanted. After the salesman had brought forth 
from the stock drawers about a half dozen pat- 
terns, each man purchased a knife; but the pur- 
chases were not made EASILY. I am not sure 
these men obtained exactly what they wanted— 
the display in the case certainly did not assist in 
their selection. 

If your cutlery case does not help to create 
sales, it may be confusing enough to retard sales, 
and certainly lacks the four essentials of every 
sale, which are: 

1. To Attract Attention 

2. To Develop Interest 

3. To Create Desire 

4. To Cause Inquiry About—YOUR 


opportunity to make a sale. 

Often one hears showcases described as silent 
salesmen—as near as possible it is desirable to 
make them so—to make salesmen out of show- 
cases it is necessary to MAKE THEM TALK. 
Cases and merchandise are inanimate things, 

(Continued on page 90) 








Plan for Disposing of Large Cutlery Stock 


The following plan has proved an effective method 
of disposing of large quantities of knives. Jobbers 
as well as retailers can use it. The jobber can pre- 
pare for the retailer window stickers announcing the 
sale and the necessary cards and price tags for each 
group of knives. 

Sort the stock under headings that each pattern of 
knife is intended for or suitable to, such as mechanics’ 
and farmers’ knives, sportsmen’s knives, boys’ knives, 
3-blade vest pocket knives, 4-blade pens, 2-blade vest 
pocket knives, electricians’ and radio knives, stock 
and cattle knives, and knives suitable for such local 
industries as exist—if a mining territory includes 
miners with mechanics, etc., etc. 

Stock permitting, sort your farmers’ and mechan- 
ics’ knives into price groups—such as one group under 
each of the following price headings: 55c., 85c., $1.10, 
$1.35, $1.85 ad $2.35. In each price group put only 
knives that the regular retail value is at least that 
of the price at which the group is offered; from that 
price up to the value of the next group. In this way 
you give good value, and if your price groups are 
close enough you don’t sacrifice much. 


Make price groups of knives for each purpose— 
sportmen’s patterns can run at $1.10, $1.65, $2.15, 
$2.65 and $3.25. Boys’ knives at 35c., 55c., and 85c. 
Three-blade pens at $1.10, $1.55, $1.85, and $2.25. 
Two-blade pens at 85c., $1.10, $1.35, and $1.65. Four- 
blade pens at $1.65, $1.85, $2.25 and $2.85. Stock 
and cattle knives, $1.15, $1.55, $1.85, $2.35 and $2.85. 
Electrician, radio and punch blade knives sort ac- 
cording to your stock. By the way, probably due to 
the great increase in the use of tools around the 
home, there seems to be a renewed demand for punch 
blade knives; these knives are handy tools for home 


-and farm use; motorists find punch blades to be 


good spark plug cleaners. 

After getting knives properly classified and in price 
groups—if stock permits put each price group in a 
tray or flat pan with price tag (if disposing of a 
large stock, make two trays of each price group, one 
for window the other to sell from). Arrange the 
trays of each classification in front of a card desig- 
nating the class or purpose of the knives in each 
group. John Cassin. 








Reading matter continued on page 90 
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Hyco Brand Turnover— 
particularly designed for 
-use in turning eggs and 
pancakes. 


Quality Products at a price 
that every housewife can pay 


Hyco Brand Kitchen Cutlery is 
popular among the housewives who 
appreciate good values. Take this 
turnover for instance—a high quality 
wide steel blade, flexible steel, steel 
strong and durable, nets the dealer 
a fair profit on every sale and repre- 
sents quality value. 


Hyco Brand Kitchen 
Cutlery 


a complete line—ten tools 
in all 


There is a tool for every kitchen 
need. Made in stainless or carbon 
steel with black or white glazed 
rubberoid or _ friction-burnt maple 
handles. Securely riveted. They give 
a lifetime of service with proper 
care. 

Build up a good cutlery business 
by carrying the Hyco Brand line. 


Write for full particulars 






Hyde Manufacturing Co. 
Southbridge, Mass., U. S. A. 












GENUINE CARVERS 
HORN OF 
HANDLES QUALITY 
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Genuine Horn Handles, perfectly 
matched as to color, size and shape. 
Stainless Steel Blades. Sterling Silver 
Ferrules. Packed in cloth-lined display 


box. 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 























CHRADE ()AFETY 
Push Button knife 


No Breaking of 
nger nails 


+N, 
. 


Ys \ hain Safety 
Lock 


Sure to sell on sight. 

Absolutely safe in pocket snd in use 
or convenience you can’t beat it 

Easily operated with one hand. 

The safety slide locks the button. 

You can’t afford to be without it. 


TRADE FVERLASTI NGLY SHARP MARK 
Schrade Cutlery Co, 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. ¥.. Middletown, N. Y. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 
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If you want to know 


how good a knife can be, put a KA-BAR butcher knife 
in your kitchen. The user will soon tell you in no 
indefinite terms. And you, a Hardware man, will say 
you didn’t suppose there could be so much difference in 
knives. 

Another way to know KA-BAR quality is to ask your 
grinder. He knows. 


Mr. Burk of The Burk Cutlery Company 
(Grinders)—Van Buren St., Chicago, says: 
“KA-BAR Butcher Knives are the only real 
good knives I have seen in many years.”’ 


KA-BAR Butcher Knives are just as fine as KA-BAR 
razors, whose quality has made them the leaders in sales 
to barbers. The first American make to excel the 
foreign in quality and sales. 


May we send you a sample? 


UNION CUTLERY COMPANY, Inc. 


OLEAN, N. Y. 
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even the best will not sell themselves, they need 
assistance. Good display cases plus good mer- 
chandise plus intelligent direct, easy to under- 
stand presentation creates sales. You know what 
the goods displayed are intended for, who should 
buy them, the prices they sell for—make your 
display case tell these things. 

You are interested in selling—brand pocket 
knives—at present your case does not say so— 
no one looking in your case knows what brand of 
knives you are offering. ~At present the floor 
of your pocket knife case is raised six or eight 
inches above the bottom of the glass front, leav- 
ing a slope from your main display space to bot- 
tom of front and sides of case. I suggest you 
change that so the floor of your case will be either 
level with the bottom of glass front or 214 inches 
above bottom of glass. All around your case in this 
214-inch space place the showcase cards supplied 
by the knife manufacturer on which is featured 
the brand of the knives you are handling. On 
the floor of case, place plush top knife display 
boxes; on these boxes show two knives of each 
pattern. 

Now your case is talking the kind of knives you 
desire to sell—let’s make it talk to SELL these 
knives. To do so I suggest you arrange your 
knives in the following groups—each group in 
properly rotated price range: 

Mechanics’ and Farmers’ Scout Knives 

Knives Sportsmen’s Knives 

Boys’ Knives Fine Pearls 


_— 
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Cattle and Stock Knives 3 Blade Stags 
2 Blade Vest Pocket 4 Blade Stags 


Stags Vocational Knives 


In the latter group include carpenters’, elec- 
tricians’, cotton, pruning and such other voca- 
tional patterns you handle. 

After knives are arranged—string a thin cop- 
per wire across top of inside of case about six 
inches from rear so that cards suspended from 
wire will not obstruct the view from front of 
case. To the wire, over each group of knives, 
attach a black card about 21% x 7 inches, on which 
with white letters you tell the kind and price of 
knives in that section of case. To illustrate: 


SPORTSMEN’S KNIVES 
$1.00 to $3.50 


Over each kind or group of knives place similar 
cards on which is designated the kind of knives 


and price range of each group. 
Now your entire case is ALMOST TALKING. 


Some people will say you cannot tell folks the 
kinds of goods they should purchase. I may 
agree with that statement. However, many a 
man is attracted by the little card calling atten- 
tion to the kind of knives suitable for his pur- 
pose. He may buy some other kind—but the card 
did its part—it attracted attention, developed in- 
terest and created the desire that led to a pur- 


chase. 
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SCISSORS 
YCNMtve )™ and SHEARS 
“Famous since 1874” 


No. 731 OVAL 
in sizes 6, 7, 8, 9, 10 inch 


The very latest in display cards and box assort- 


ments. Fair prices. Prompt shipments. The 
largest production in the World. 


THE ACME SHEAR COMPANY, INC. 


BRIDGEPORT, CONNECTICUT 












SHOE SLOYD 
woe KNIVES | its 
PAPERS PATTERN 


ce Send for Catalogue 
Paper Hangers’ Knife 












Kobert Murphy’s Sens Ce., 
Ayer, Mass. 


























STANDARD SINCE 1865 


For 58 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


American Shearer Mfg.Company 
Nashua, N. H. 
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SHUMATE 





More Than 50,000 Dealers Sell 
Shumate Straight Razors 


Do you? If not send for Catalog E. 
Shumate Cutlery Corp., St. Louis, Mo. 


Established 1884 




















From the most conservative New England villages to 
the broadest of the western prairies letters come, show- 
ing that thousands of users when buying holiday gifts 


OLLEMOy 


*66- A-MINUT 
ROTATING COOKIE CUTTER W | 


New styles and new packages for the holiday trade. Write 
for prices and samples. 


AMERICAN CUTTER COMPANY 
49 Oneida St., Milwaukee, Wis. 
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Lamp Bracket Attaches 
Anywhere 


Designated under the trade name of 
“Attachette,” the F. W. Wakefield 
Brass Co., Vermillion, Ohio, has placed 
on the market a new form of portable 
light bracket, which, it is claimed, will 
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attach anywhere. It is an ornamental 
lamp, having a felt covered pad of 
sponge rubber and will fasten by a 
thumb nut firmly but harmlessly to any 
object. A universal joint, which holds 
the bracket arm permits the Attachette 
to be installed on either side, top or 
bottom; the arm may be upright, or 
pendant as preferred, and is adjustable 
to any angle from the surface to which 
it is clamped. It is available in two 
finishes, old ivory and rich bronze and 
is offered in connection with a counter 
display unit, by which a practically 
automatic demonstration is made on 
the dealer’s showcase. 





Heavy Duty Portable Electric 
Drill 


Black & Decker Mfg. Co., Towson, 
Baltimore, Md., have announced the im- 
portant addition to their line of a 
Heavy Duty % in. Portable Electric 
Drill. 

It is designed for continuous produc- 
tion work and for all types of main- 
tenance work where heavy-duty per- 
formance is required. Its tremendous 





power, together with high spindle 
speed is said to make possible the drill- 
ing of more holes per minute and per 
day than heretofore with this size drill. 
This drill does not in any way take the 
place of the regular % in. electric drill 
which has been used for maintenance 
work and for odd jobs of drilling. 
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The drill is complete with heavy- 
duty, three-jaw geared chuck for 
straight shank drill bits up to % in. 
It is supplied with fifteen feet of duplex 
electric cable fitted with attachment 


plug. 





Addition to Remington's 
Outdoors Cutlery 


The new Sheath Knife, illustrated 
herewith, is the latest addition to the 
line of Outdoors Cutlery, made by the 
Remington Arms Co., Inc., 25 Broad- 
way, New York City, with a view of 
meeting the needs and requirements of 
hunters, trappers, woodsmen, sports- 
men and outdoors men generally. 

Preparations for the production of 
this new line were under way the great- 
er part of the year during which time 
the designing and building of special 
equipment, dies, tools and gages, were 
completed under the direction of the 
company’s engineers and cutlery works 
manager, and actual production was 
begun several months ago. The com- 
pany’s large force of salesmen in this 
and foreign countries fully equipped 
with samples have already begun the 
introduction and distribution work in 
all sections of the United States and 
in the foreign field. 

In designing and building this line of 
Outdoors Cutlery the advice and sug- 
gestion of old time hunters, trappers 
and woodsmen were sought and heeded 
to the end that a line of knives suited 
to the severe, exacting and downright 
hard usage of the hunter and woods- 
man should be made. 

Strength in construction and “tough- 
ness” of blade steel and the strong, 
Remington blade work, are outstanding 
features—blades, and tangs extending 
the full length of the handle, are solid 
one piece steel forgings from extra 
gage special cutlery steel. Finish and 
other details of réfinement are in keep- 
ing with the high character of the 
product. 

Sheaths of solid (flexible) oak tanned 
sole leather of the best selection, solid- 
ly machine stitched and riveted, make 
for convenience and safety in carrying 
these knives and add the finishing 
touch to master craftsmanship. 

The knives are packed in handsome- 
ly designed individual boxes and each 
half dozen boxes are packed in display 
carton. This carton may be used ef- 
fectively in window and showcase dis- 
plays. The individual boxes and car- 
tons are in six-color design. 

This line supplements most _ effec- 
tively the complete line of Remington 
folding knives for hunters, trappers, 
sportsmen, fishermen, campers, woods- 
men and outdoors men generally. 
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Holiday Set of Aluminum 
Ware for Children 


With a view to making the little 
girls happy at Christmas time the Alu- 
minum Products Co., La Grange, IIL, 
is marketing a child’s aluminum set. 
It includes coffee percolator, double 


boiler, tea kettle, frying pan, stew pan 


— 





and roaster, put up in an attractive 
holiday box. 

The little girls of today are the buy- 
ers of tomorrow and this company con- 
siders it important to educate them in 
the attractiveness and wearing quali- 
ties of these products. 

It is said in fifteen years this toy set 
will be as good as it is today. 





Useful Paint Scraper 


A handy paint scraper of simple con- 
struction is being offered the trade by 





e 


the American Wood Working Co., 106 
Reade Street, New York City. It is 
designed to satisfactorily remove paint 
from glass, wood or walls. As a spe- 
cial guard protects the blade it may be 
carried in the pocket with safety. 
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Important Additions to the 
E. C. Stearns Line 


Important items added to the line of 
E. C. Stearns & Co., Syracuse, N. Y., 
include: plumb bobs, handy clamps, 
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cattle leaders, saw vises and steel bar 
carpenter’s clamps. 

The plumb bobs are made from hex- 
agon cold rolled steel and nickel plated. 
The hexagon shape is designed to pre- 
vent its rolling off the bench. The 
points are sharpened and hardened. 
There are two new sizes, Nos. 6 and 7, 
weighing 4 and 6 oz. respectively, and 
are packed 1 doz. in a box. 

The handy clamps are seven in num- 
ber and nickel plated. They are con- 
structed with a view to fitting specific 
requirements of different jobs, and are 
built with various combinations of open- 
ings and depths. There are vises % in. 
by % in. in depth; % in. by 1 5/16 in.; 
1% in. by % in.; 2 in. by 1 in.; 1% in. 
my 3 in.; 2 in. by 1 in. and 1% in. by 
7/16. They are packed according to 
number either 2 doz. or 4 doz. to the 
box. There is also a practical display 
rack for counter or window. 

The cattle leaders are constructed of 
both gray and malleable iron and are 
made in two sizes: 2 in. by 4% in. and 
3 in. by 6 in. They weigh 5 lb. and 6 





packed % 


and are 


lb. respectively, 
doz. in a bundle. 

The saw vises No. 4 and No. 5 are 
thought to be more desirable than the 
old patterns as they are constructed 
with equal strength but lighter in 
weight. No. 4 has 9% in. jaws and 
is packed 2 doz. in a case with 54 Ib. 
weight. No. 5 has 10% in. jaws. It is 
built with ball and socket placed di- 
rectly under the jaws with a view to 
eliminating vibration. They are packed 
2 doz. in a case with 80 lb. weight. 

The steel bar carpenter’s clamps No. 
6 are constructed of bars rolled from 
a special quality stiff steel and head, 
sliding jaw, crank and pawl of malle- 
able iron. The steel screw is provided 
with a deep and powerful thread. 

There are eight regular sizes with %4 
in. by 1% in. bar, &% in. screw ranging 
from 1 ft. per pr. to 6 ft. and eight 
extra heavy with % in. by 1% in. bar, 
% in. screw ranging from 3 ft. per pr. 
to 10 ft. 
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New Oil Jack Has Quick, 
Smooth Operating Features 


Smoothness and quick operation are 
advantages claimed for the jack illus- 
trated herewith, known as the Peder- 
son “oiljack” and being marketed by 
the Oil Jack Co., 1457 Broadway, New 





York. At present the device is avail- 
able only in the 10-ton size. 6-, 3- and 
1-ton jacks are to be produced later. 

The device is said to raise the load 
with little effort, and to lower it with- 
out jar or shock. The jack may be 
operated with inch by inch motions of 
the handle, if desired, and may be in- 
stantly stopped in any position. It is 
adapted for use in cramped quarters; 
in dangerous places, and may be oper- 
ated at a distance by using a long 
handle. 





New Door Pull Has 


Increased Strength 


A new wrought steel door pull is the 
latest addition to the line of P. & F. 
Corbin, New Britain, Conn., manufac- 
hardware. 


This 


turers of builders’ 








pull, which is wrought in such a man- 
ner that the grip is made tubylar in 
shape, may be firmly grasped without 
the discomfort caused by the more or 
less sharp edges of ordinary wrought 
pulls and its strength is practically 
doubled. 

The catalog number is 1148 and will 
be furnished in japanned or plated fin- 
ishes; size 6% x 1% in.; packed six 
in a box with screws and the shipping 
weight is 2% lb. 


oe 


Simplified Twist Drills 


New high speed twist drills, desig- 
nated as the Hercules Nos. 555 and 
444, with taper and straight shank, 
have been announced by the Whitman 
& Barnes Manufacturing Company, 








Akron, Ohio. These new tools super- 


sede the previous Hercules Nos. 550 
and 500, taper shank, and the fol- 
lowing of the company’s drills known 
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as the Diamond: No. 402, taper shank; 
No. 402, Special, large shank, and 
No. 404, straight shank. 

The new drills are processed and 
twisted hot, but the flutes are milled, 
which, it is claimed, combines accuracy 
with strength. The original Hercules 
No. 550 was made with a hub at the 
large end of the shank, to provide addi- 
tional strength to the oversize shank 
to better permit driving a powerful 
tool. In certain jig work and multiple 
spindle presses, this hub was some- 
times found to be objectionable. In the 
new process the hub has been elimi- 
nated, the new tool, No. 555 being 
adaptable wherever a standard size 
drill may be used. A No. 555-H taper 
shank and a No. 444-H straight shank 
oil hole drills are also new tools offered. 
Overall and flute length dimensions 
correspond size for size throughout the 
carbon and high speed lines. 





Patented Containers for 
Radio Tubes 


The Gold Seal Products Co., 250 
Park Avenue, New York, are now 
marketing their radio tubes packed in 
patented containers. A special feature 








of the container is the cardboard 
spring around the tube, which by 
taking up jars and jolts is designed to 
practically eliminate breakage. A 
round open space in the bottom permits 
the testing of each tube without 
breaking the seal, while a_ similar 
opening in the top permits inspection. 





Improved “I” Bar Clamp 


A new bar clamp, made of Malleable 
iron and designated as the Improved 
“I” Bar Clamp, has been added to the 





line of the Cincinnati Tool Co., Nor- 
wood, Cincinnati, Ohio. A special fea- 
ture of this new tool is the exceptional 
depth of the thread, which is stressed 
as prolonging its life and practically 
eliminating repairs. They are sup- 
plied with all metal or wood handles, 
as desired, and are available in eight 
sizes, with from 2 to 6 ft. openings. 
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SUPERIOR BRAND 
HARDWARE. CLOTH 


You will find Su- 
perior Brand 
, Hardware Cloth 
always true to its 
name. Smooth, 
round wire, even 
mesh, straight 
selvage, bright 
and _ thorough 
galvanizing. A 
strictly quality 
product at no 





advance in price. 








~ 


G. F. Wright Steel & Wire Co. 
Worcester, Mass, U. S. A. 














A New Display Board 


Carrying General Service 
Socket Wrenches for 
Twenty Popular Cars 





The wrenches in this selection are 
adapted particularly to service and 
repair operations on the following 


ff 


ae 4S 
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oye, 


meee) Cars: 
Chevrolet Nash 
Buick Star 
Chrysler Peerless 
Durant Lincoln 
Hupmobile Studebaker 
Willys-Knight Oldsmobile 
Packard Oakland 
Dodge Overland 
Essex Reo 
Hudson Jordan 


See how easy we have made it for 
dealers to secure this business. 


From the time you start showing 
these wrenches—sales start and 
continue as long as you keep’ them 
displaved. 


write for 


Ask your Jobber or 
catalog No. 500. 


Wacpen-WonrcESTER 


Incorporated 


475 Shrewsbury Street 
Worcester, Mass., U.S.A. 




















Ball Bearing Furniture Caster 


“Acme” Casters never break or jam. The balls are 


alloy steel, the ball race chrome steel, carefully 
hardened and tempered. These parts are electro-gal- 
vanized, absolutely rust-proof in any climate. The large 


surface ball carries the weight easily and noiselessly in 
any direction. Brass, nickel or galvanized finish. 


From your Jobber: send for Cataloque 





‘Roll along on’ Acmes’’ 


THE SCHATZ MFG. CO. 
Poughkeepsie, N. Y. 


AGENTS: 
J. C. McCarty & Co., 29 Murray St., New York City 


Cc. W. Gause Company, 693 Mission St., San Francisco, Cal. 















Moe’s No. 8 Fountain, with thick insulated 
double walls to retard freezing, making an ex- 
cellent drinking fountain for the winter months. 
Equally desirable in summer, as it keeps the water 
cool and fresh. Has a large filler opening so 
it can be flushed out and kept in a sanitary con- 
dition. ‘This is a highly important feature. 

A great favorite with the poultry raiser. 

Plenty of drinking water increases the egg 
yield. 


Write for New Catalog of ““Moe’s Line” of Poultry 
Equipment—Everything for Chicks and Chickens 


HOEFT & COMPANY, Inc 
2305 Davis St. North Chicago, IIl. 
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Make Christmas Shopping Easy for 
Customers by Grouping Gift Goods 


dealers in some parts of the country may 

have the inclination and courage to try 
out. All it should cost is a little time in arrange- 
ment. To begin with the idea is not especially 
new. It has been used successfully by some of 
the New York department stores for the holiday 
trade. Ovington’s, a gift shop on Fifth Avenue 
and Thirty-ninth Street, uses it throughout the 
year with marked success. But to the writer’s 
knowledge it never has been used by a hardware 
store, in spite of the fact that it is an idea pecu- 
liarly suitable for any hardware store that makes 
a pretention to cater to the Christinas trade. 

The idea is this: Put a number of ordinary 
tables in your store in a place where they will 
be easily accessible to customers, and yet not in 
the way. Then grade all of your Christmas mer- 
chandise according to the selling price, and put 
this merchandise, or such part of it as you find 
desirable, on these tables, grouping it according 
to price. In other words, have a $1 table, a $3 
table, a $5 and so on up to $10. Put price signs 
on each table so that the prices may be readily 
seen. 

If you have the floor space you can make it 
both attractive and convenient for customers by 
offering Christmas merchandise, gifts, etc., at a 
price range from $1 to $10, by having this mer- 
chandise grouped and displayed according to 
price on individual tables. You don’t have to buy 
anything extra for this. Suitable groupings may 
be made from stock to include such items as toys, 
cutlery, electrical appliances, crockery and glass- 
ware, automobile accessories, etc. 

The average person, particularly the average 
man, seldom knows what to give his friends for 
Christmas. He welcomes suggestions. He waits 
until the last minute before buying. He goes to 
places where he hopes to be able to get something 
suitable in the most convenient way and at the 
most reasonable prices. 

If you arrange tables of this description, and 
advertise the fact that you are endeavoring to 
make Christmas shopping as easy, convenient and 
satisfactory as possible for the people of your 
community, it is virtually certain that you will 
have a number of persons visit your store this 
year who might never think of doing so. An 
idea of this kind has at least the merit of giving 
you something different and interesting to talk 
about in your advertising. 

There is no reason why this idea should inter- 
fere with your regular Christmas business. As 
a matter of fact it should help to accelerate it. 
Men and women are interested in buying Christ- 
mas gifts, but they are more interested in them- 
selves. in their own convenience and comfort and 
pocketbooks. This is not said disparagingly, but 
simply to emphasize that people ean be readily 
interested in any idea or method that contributes 
to their comfort and convenience, provided it does 


| ERE is a suggestion that some hardware 


not contain a threat to their pocketbooks. If you 
don’t believe this, turn it over in your own mind 
for a minute or two in the light of your own ex- 
perience and under the gentle prodding of your 
own feelings, and see if it doesn’t contain an ele- 
ment of truth. 

However, the writer ventures to believe that 
this idea, if properly carried out, contains very 
profitable possibilities, and he respectfully rec- 
ommends it for your consideration. 

And in closing he offers yet another suggestion, 
which may be used either separately or in con- 
junction with the foregoing idea, or in any other 
way that may be deemed advisable. Incidentally, 
this idea may be used to advantage by stores hav- 
ing limited floor space. 

This particular idea that is about to be men- 
tioned has been suggested by the writer’s own 
experience. For several years he has made it a 
practice every Christmas Eve to go to a Five and 
Ten-Cent Store on his way home in order to fill 
the pockets of his overcoat with miscellaneous 
trinkets—brushes, ribbons, etc. These assorted 
oddities and toys he has been in the habit of 
wrapping individually in irregular shaped pack- 
ages, in which he invariably placed a few lines of 
more or less appropriate doggerel verse. It has 
been in custom oR 


“.. the night before Christmas, when 
all through the house, 

Not a creature was stirring, not even a 
mouse...” 


to place these little packages of assorted what- 
nots into the “stockings hung by the chimney with 
care,” so that on Christmas morning everybody 
might have something a little unusual to be sur- 
prised at and to chuckle over when the stockings 
were emptied of their contents. 

Now in other years it would have been a great 
help to him, if instead of having to go out of his 
way to find a Five and Ten-Cent Store, he had 
been able to go to his own community hardware 
store and get what he wanted, at the prices he 
necessarily wanted to pay. 

He, therefore, takes the liberty of suggesting 
to such hardware merchants as may be interested, 
that they put a table in their stores, and on that 
table as varied an assortment of odds and ends 
as they have in stock which can be profitably 
sold at not more than 10c. Having done this, let 
them advertise it as specialties and oddities for 
the Christmas stockings. The writer may be 
wrong, of course, but he ventures to say that any 
hardware merchant who takes the trouble to do 
this. and who properly advertises it, will reap 
gold and prestige for his trouble. If any hard- 
ware merchant does not try out either of these 
two ideas, or both of them, HARDWARE AGE 
wishes him success, and it will be interested in 
learning the experience of any merchant in fol- 
lowing these suggestions. 
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Made of highest 
quality materials and 
best workmanship 
in all shapes and 






F. E. LINDSTROM 


Genuine 


SWEDISH PLIERS 


S1ZeS. 








An illustrated catalog can be obtained from 
your jobber or from 


HAMMEL, RIGLANDER & CO. 
209-211 West 14th Street New York 


SOLE IMPORTERS AND SUPPLIERS TO THE WHOLESALE TRADE 














Sell Them | 
by the set 


For Perfect Team-Work | 


Turn your wrench sales into an opportunity to cul- 
tivate good will and build a _ substantial repeat 
business. 

Feature tools that are adapted to the individual 
requirements of your customer. Point out the many 
advantages of Bemis & Call features that “hold 
their own” against the best. 





Your suggestions are : B? 
an important part of oie . 
merchandising  ser- 
vice. Your trade ap- 
preciates cooperation 
and will reciprocate. 


B. & C. COMBINATION 
SERVICE WRENCH 
performs the work of a 
good monkey or pipe 
wrench. Pleases the 
mechanic as well as 
answering every call for 
a handy tool around the 
home. 











B. &€ C. SCREW 
WRENCH offers real 
improvements. Bars are 
forged from open hearth 
steel with oval front and 
back, giving additional 
stock and strength. 
Handle, frame and bol- 
ster are one piece. 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 








It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
Write for complete de- level to guide them. They cut from the outer rim. The entire surface is 

taile and prices at work all the time; no jagged ends; every part of the work is smooth and 
. polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


BEMIS & CALL CO. let us send you catalogues. Order through your Jobber or direct 


. The Progressive Manufacturing Co. 
Springfield, Mass., U. S. A. vouuunaeen, CONN., U. S. hg 


wane Ow LINE of POULTRY SUPBS LIES 
Ee Sells easily - Stays sold . 


























Brooders We ask comparison of our prices and service. You 
Incubators will find our supplies of highest quality and practical 
in every way. 
ht WE SELL THE SAME GOODS FOR LESS 
eg ea — BETTER GOODS FOR THE SAME 
Miscellaneous Supplies Investigate the Royal Line. Ask your jobber. 
ROYAL MANUFACTURING CO., TOLEDO, OHIO 
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The Man Behind 
Your Counter 


Every man in your store who steps up behind the 
counter to greet a customer stands in your stead, Mr. 


Dealer, in the customer’s eyes. 





To your customer, he represents you and your store. 
The brand of service, of courtesy and of intelligent 
helpfulness he dispenses, determines the nature of the 
impression your institution makes upon your trade. 


You cannot afford to allow that impression to be any- 
thing but a true reflection of your own attitude and 
capacity for service. 

You cannot afford to trust to a possible natural apti- 
tude for salesmanship in the members of your sales 
force. 

The modern hardware dealer must not only know but 
must instil into the men who represent him in the eyes 
of the buying public his knowledge of how to treat his 
customers. In these days of intense selling competi- 
tion every opportunity to build good-will and to de- 
velop every sales opportunity to the utmost must be 
taken advantage of. 

Unskilled salesmen cannot do this. They must be 
trained, and who can train them so well as the dealer 
himself ? 


The Store Meeting has sprung into being at the call 
of this need for training. Are you using it in your 
store? If so, tell us of your success with it. Perhaps 
we can help you with suggestions for increasing its 
effectiveness. 

Every week HARDWARE AGE brings you a wealth 
of material that may be turned to practical educational 
use in the store meeting. In this issue note, in addi- 
tion to the Editorial and Merchandising articles, the 
following ideas which among many others are offered 
in the advertising pages— 


An All-Inclusive Guarantee.......... Page Ill 
Jumbo Posters to Accelerate Christmas 

ee Page 14 
Put Human Interest Into Cross Counter 

PE ois £44000 Ce ONS ORE eS Oe Ee Page 17 
A Leader for Your Wheel Goods De- 

Pe: + Keebewrs ee ceeene anes Page 18 
PE. occ ccvesescucent Page 23 
PE ND vc ec kv ec wdeeueeseen Page 24 
A New Design of Ice Cream Freezer. ..Page 77 
A New Design in Door Hardware.... . Page 83 
Personal Service in the Glass Depart- 

Pt ticket er ae he cawee cole Page 85 
Some Bolt Clipper and Wire Cutter 

2b ees chs eeeeeoevaweut Page 99 
Building Strength Into Step-Ladders. ..Page 106 


rr ———— 
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Accuracy, Accuracy—and Still 
More Accuracy 
(Continued from page 51) 


TITTIES sUSEUUEENEOD iereneeee 





diamond rings, pearls, etc. It started out on the front 
page with a high-flown article eulogistic of the Christmas 
spirit of giving. “Now,” it said, “in this spirit we give 
you a real gift—the gift of credit. You can buy anything 
in this catalog up to $20 for $1 down and payments of $1 
per week thereafter; for $2 down and payments of $2 per 
week thereafter, you can buy $40 worth; for $3 down and 
payments of $3 per week thereafter, you can buy $100 
worth, etc.” Then, on every page of this catalog there 
were appeals that would melt the heart of a granite 
sphinx. These appeals were to make the children happy 
with presents, make father happy, make mother happy, 
make sister happy, make brother happy. They even wrote 
an article on “Why should the neighbors have a happy 
Christmas and have everything’ when your family does 
without? Your neighbors are using their credit. Why 
shouldn’t you use your credit?” 


* * * 


I have this catalog and will keep it as a curiosity. How 
many thousands of poor human beings with an intense 
desire for happiness but small pocketbooks will accept the 
gift of credit as a Christmas present and afterward skimp 
and save trying to pay up? Is it comedy or is it tragedy? 
Is it well to be happy for a day? It is all the philosophy 
of “Eat, drink and be merry, for tomorrow—who knows?” 


* * * 
I also studied the prices in this catalog and while it may 
have been true that in the Christmas spirit of Christmas 


this concern were giving the gift of credit, they certainly 
were not giving away anything else! 


PUSH COLLECTIONS. 





Amputate Those Useless 
Phrases 


Two More Expressions Which Ought to Be 
Ekiminated from Dealer Literature 


By Amos Bradbury in Printers’ Ink 


MAN I know received a letter, some time ago, 
a the unusual salutation: “Long Suffering 
_o- 

It was an accurate description, in my opinion, 
of many dealers who receive letters from man- 
ufacturers. Too many letters are still full of the 
old insincere phrases which have for so long af- 
flicted general correspondence. Stereotyped bunk, 
which exists purely because of laziness and long 
habit, takes up space and should contain simple, 
dignified and sincere words, and impairs the sell- 
ing value of all letters. 

If a man were talking to a customer about 
a carload shipment he might say: “I’m sorry, 
Mr. Davis; we shipped that order on the 29th of 
last month. We are checking it up now. If it 
comes in today let me know.” 

When he calls the stenographer over he is too 
likely to say: “Your esteemed favor of the 2nd 
inst. duly received and in reply beg to advise we 
duly transmitted, etc.” 

In form letters to dealers, the same note of 
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high-sounding insincerity is found far too often 
for the goodwill of the dealer and the smooth 
conduct of business between sane human beings. 
“We would appreciate receiving your early 
reply,” “Beg to advise,” “This is to inform you,” 
“We are in a position to make most liberal ar- 
rangements,” and a whole lot of others sound too 
stilted. One of them, “This is to inform you” 
starts off like a six-months’ sentence to jail. 

Before me, as I write, are two other expressions 
sent in as examples of useless phrases which 
might be amputated with advantage. The first 
appears in a form letter received recently by a 
druggist. “Some time ago I wrote you several 
letters. We were rather surprised not hearing 
from you.” 

That reminds me of a yarn. Noah Webster, the 
old story goes, was discovered by his wife in the 
act of kissing a pretty maid. “I am surprised, 
Noah,” said his wife. “No, my dear,” Noah re- 
plied. “I am surprised. You are astonished.” 

However, the jump from singular to plural 
and the wrong use of the word “surprised” are 
not so bad as the nerve of the company. 

How dare a big company express astonishment 
because a prospect hasn’t answered three poorly 
filled-in form letters? “We would welcome,” the 
company says later, “the opportunity to show you 
how good our service is.” I don’t think it will 
get the opportunity. The useless phrase about its 
surprise, astonishment and consternation at not 
hearing from every prospect to whom the letter 
was sent, annoyed many of them. Why shouldn’t 
it? It is nervy and presumptuous as well as 
useless. 

Then, here is a letter sent to me, since I started 
on the war-path against useless phrases, by a re- 
tailer who sells trunks. The letter starts off: 

“As a dealer, we feel you ought to have 
samples of our on your floor, so as to have 
them on hand to meet the demand from our 
advertising.” 

Then the company tells the dealer something 
even more direct. It says: 

“You cannot afford to do without these new size 
trunks.” 

It makes no difference that for many years this 
storekeeper has sold merchandise, taken his fam- 
ily out for picnics on summer evenings, sent his 
oldest boy to college, and saved enough to buy a 
home and several bonds. Not at all. There is the 
bald, frank statement from a big manufacturer 
that he can’t afford to do without a new size. The 
company does weaken a little toward the close of 
the letter, however. It says then: 

“We hope you can see your way clear to order 
a few samples for December business.” 

That is a concession to the dealer’s judgment, 
but in some cases at least, it wasn’t enough to 
take away the sting concerning the new model’s 
effect upon his finances. 

Scores of letters come in daily to the retailer’s 
store from the offices of big manufacturers. One 
has to look carefully and long to discover even a 
few which have that spirit of honest sincerity 
and friendliness which wins good-will. Some of 
them sound as though they had been written by 
the office boy in his spare moments, but all of 
them bear the company name. Some are even 
signed by an officer of the company “per” some- 
body else. 
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Here's the List you need- 
Its Verified 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, 
with ratings based principally upon annual sales; 
and also shows names, addresses, capitalization, ter- 
ritory covered, number of traveling men, names of 
buyers and lines handled by Hardware Wholesalers. 


CONTENTS 
Wholesale Hardware Houses and Manufacturers’ 
Agents in United States, Canada and Foreign Coun- 
tries. 
Retail Hardware and Housefurnishing Stores, includ- 
ing Retail Departments of Wholesale Houses in 
United States, Canada and Foreign Countries; also 
General Stores, Lumber Yards, etc., handling hard- 
ware. 
5c, 10c and 25c Stores carrying hardware in United 
States and Canada. 
Department Stores carrying hardware and housefur- 
nishings in the United States. 
Automobile Accessories Jobbers. 
Dealers in Mill, Steam, Mine and Machinery Supplies. 
ne Merchants handling hardware and kindred 
ines. 
Sporting Goods Wholesalers and Retailers. 
Mail Order Houses handling hardware and housefur- 
nishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the Sixth 
Edjition which is the current issue. 


Hardware Wholesalers find Verified IAst of great value in 
‘‘checking’’ their retail prospect records. 


$12.00 postpaid 
HARDWARE AGE 
(Verified List Department) 
239 W. 39th St. New York, N. Y. 
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PLACE YOUR ORDER NOW! 


OBBER orders for January | de- 
livery are the largest in our 30 
years of business. The Climax 








MAX ” resco. = Cleaner proposition for Spring is 
the reason. But to take advantage 


of it, place your order now. 


o*X aii ER The Climax Cleaner Mfg. Co., Cleveland 
CUMAX Sa MNFG Co | 
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WALL PAPER CLEANER 
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Get the Children to ADVERTISE Your Store 


Children are great advertisers because they are 
great talkers. 


Sell a child a worthy Toy and every youngster 
in the neighborhood will soon hear where it came 
from and how it “goes” and they'll all want one 
just like it. 


Besides, 


Toys Pay Good Profits 


And unlike some merchandise, good Toys are salable 
every month in the year. 

Obviously different dealers have different ideas about 
how Toys should be sold. 

HARDWARE AGE is continually presenting such ideas. 
Interesting articles about how Brown or Smith or Jones 
built up a big Toy trade are always welcome in its 
columns and are eagerly read. 


Read Harpware AGE each week and keep posted on 
what others are doing. 





And when one dealer in a small town can And while Toy trade may come to him who waits, 
originate a “scheme” that sells $500 worth of Toys the dealer who goes after it will get it first without 
in a single week it simply shows what can be done waiting. 


when one really tries. 


Hardware Age, 239 West 39th Street, New York City 
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“COES” 





The Standard Tool for Big Nuts and Unions 


Coes “Key-Model” Wrench is built by spe- 
cialists for just such work—fits it exactly— 


g companies value time too 
saves time on every job—never slips and 


highly to waste making “Special tools” to 
handle large, heavy work, such as yellow 


Bic industrial 


metal unions, valves and kindred expensive a fais ets sd “y 

fittings. races material and has a wide range ot ap- 
plication. 

The fact is, these concerns are not equipped m3 7 siaiiiaaail she sa al 

“4 ‘ lie <del gg 0 tis self-contained and the key cannot come 

to build the tools required for these jobs. ee, ae aa htc cage 

off. Sizes: 28”, 36” and 48” regular stock. . 


\When built they do not fit the work and con- 


sequently score and damage costly material. 72” size can be furnished on special order. 


All Leading Jobbers Carry Coes Wrenches 


COES WRENCH CO. | Selling Agents 
“In Business Since 184]” J. C. McCARTY & CO. 29 Murray St., New York 
JOHN H. GRAHAM & CO. 113 Chambers St., New York 

Mass. FENWICK FRERES 8 Rue de Rocroy, Paris, France 





Worcester 








PORTER'S 
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ELEC. WIRE CUTTER 
NUT SPLITTER END WITH SEARCH HOOK 





. ANGULAR 
SIDE CUT CUTIER 


Bolt Clippers 9 
Wire Cutters 
Bench Cutters 


Even now—some hardware stores do not carry bolt clippers of any make. We 
urge these dealers to ask their jobbers about the sale of Porter Bolt Clippers in 
hardware stores—or write to us for literature. If you don’t carry Porter’s line 


you are neglecting a source of satisfactory profit. 






Nut Splitters 
Rivet Squeezers 
Special Cutters 





SOLD THRU JOBBERS EVERYWHERE—MANUFACTURED BY H. K. PORTER, INC., EVERETT, MASS. 
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Don’t Let Him 


Carry Water 
All His Life! 





























Talk him out of the “pail 
habit.” Tell him what he is 
missing in not having an up-to- 
date water system. He might or 
might not “warm up” at first, but keep after him! 


When you sell him a Deming “Oil-Rite” (Automatically Oiled 
Right) Water System you know you have given him MORE 
than his money’s worth. 


We want YOU on our list of progressive merchants who are 
building their pump business the Deming way. Send today 
(not tomorrow, but TODAY) for complete details about 
Deming “Oil-Rite” and many other famous water systems. 











THE DEMING CO. Est. 1880 Salem, Ohio 


JY PUMPS 








the hinge that is uni- 
‘form in size, beauti- 
ful in appearance, 
lasting in finish, life- 
long in service —the 
product of one of the 
largest wrought steel 
hardware manufac- 
turers in the world. 
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The Sign That Says 
“Come In and Buy’ 


At opportune hours of any of the twenty- 
four you can make your store front say, 
“Stop—Here Is Quality Service—Come In 
and Buy.” 


Dignified boldness by day and pleasing 
brilliance by night—that is why Flexlume 
signs compel favorable attention—attract- 
ing trade from near and far. 


y) 


Maintenance cost surprisingly low. A 
permanent sign—the result of 15 years of 
quality sign manufacturing experience. 


Write now for literature and photoprints 
showing how Flexlume can also profitably 
serve you. 

We also build exposed lamp and other 


types of electric signs for those who 
prefer or require them, 


FLEXLUME CORPORATION 


1230 Military Road Buffalo, N. Y. 
aa 
ogee one ‘Tt practories also at 
exlume etroit, Los Angeles, 
All Principal FLEXLU Ny Oakland, Calif., 
Cities and Toronto, Can. ( 




















Now is a good time to stock and rec- 
ommend to your customers 


DIXON’S 


Stove Cement 


For cracked or worn stove 
range and furnace linings 

















It is easily prepared with water into a thick paste and dries 
quickly. 
It produces as good as new linings and saves the expense and 
delay of obtaining new linings. 
il | Made in an absolutely uniform high standard and packed in 
: an i If 214, 6 and 10 Ib. packages. 


OTD I sei neser cay, oA, oy flit 
JOSEPH ON CHOCRLE COMPANY ||P] 
if 








Write for Circular 40-L and Prices 


- JOSEPH DIXON CRUCIBLE CO. 


es Jersey City, DK_—Established 





CoTamento “27 
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STAYTITE 
HANDLE 





All Pennsylvania 
Quality ow'rs 


with this handle. ——. 
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Turning Their Eyes 
Toward Your 
Store 


In 1926, as formerly, exten- 
sive national advertising of 
Pennsylvania Quality Lawn 
Mowers will turn the eyes of the 
public toward the stores that 
carry these celebrated mowers. 

We also provide Dealers’ 
Sales Helps, free of charge, 
upon request. 


PENNSYLVANIA 


LAWN MOWERS 


























* 
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MiLWAUREE GRUSH MFGCO. 








BEE BEB EBEEEEESBEES SE 


Brushes and Brooms 
WIRE—BRISTLE—FIBRE 


We manufacture them especially for the Hardware 
Trade—al] kinds—all sizes—all dependable sellers. 


* Send for Catalog and Prices on Milwaukee-Made 


Quality Line that will build permanent trade. 


MILWAUKEE 


Brush Mfg. Co., Milwaukee, Wis. 





BREE BREREBE EEE ES 
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A National Selling 
Foree for Your 


Sporting Goods 


Hardware Age is read by the 
hardware jobbers, their _livest 
salesmen and by the best hard- 
ware dealers and jobbers in 6059 
towns and cities. 


Regular selling messages in the 
Sporting Goods Issues of Hard- 
ware Age will help you gain co- 
operation in selling your sporting 
goods from a body of merchants 
of country-wide location and 
highly developed selling power. 


Hardware Age | 


239 W. 39th St., New York, N. Y. 
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Are You Sure About 
Your Stock of 


“CLEVELAND” 
GRINDSTONES? 


There is always a big demand 
from now on for grindstones, and 
this demand is most always for 
“Cleveland” Grindstones because 
grindstone users are more familiar 
with this name than any other. 











HandwareDealers 
Big Money~Maker 


~Fasy To Handle 
~Fasy Io Sell 

















And remember that every “Cleve- ae 

land” Grindstone is the original HE | Now is weatherstrip time. Cash in 
genuine Berea stone and is the a ‘{ on your share of the profits. Every 
only one of this remarkable grit. e331: | wide-a-wake hardware dealer is fill- 
Be sure you have a sufficient ea} . ing his stock now for the big fall and 


winter sale of the— 


—om . + 


stock on hand. 





33 
+ 
i | 
it 
3% 
STERLING 3? TRADE MARK REG. U. S. PATENT OFFICE 

-f 

Substantial light running, °¢ The All M 

mounted with a ‘‘Cleveland”’ fs etal 

Grindstone, “kenulne Bere ‘| WEATHERSTRIP 


or Lake Huron grit, which’ 
we alone manufacture. 19 
to 22 inches in diameter. 
1%” to 2%” thick. Frame 
can be set up in a jiffy— 
merely by manipulating one 
bolt. Shipped knocked down 
and crated. 





“Economy” is so easy to handle—comes in 
handy cartons—no cutting, measuring or 
waste. It is made of bronze, will not rust 
and lasts a lifetime. Home-owners prefer 
this permanent inexpensive metal weather- 
strip because they can easily install it them- 
selves without removing tHe Mindow 2 





Harvest King 


Our Tested Sales Plan including miniature’ 
model windows and two color counter-and | 
window displays has proven a big help to 
dealers everywhere. 


Frame of heavy angle steel 
14%” x 1%” x %”, strong- 
' Ty braced and is equipped 
with our standard high 
grade selected ‘‘Cleveland’’ 
Grindstone. Shipped folded 
complete, stone crated separ- 
ately to save freight. Ask Your Jobber’s Salesman 


For Further Information, or 





The Cleveland Stone Co. 


Artificial Abrasive Division 


Economy Metal Weatherstrip Co. 


2531 Homer Street, Chicago, Ill. 
CLEVELAND, OHIO | —— ee | 


Grinding Wheel Factory, Tiffin, Ohio KQASARSANSE AN SONG SN 
WW LEST Qs S cat WIAA mAAAdAnar® VA AS 


, ECONOMY METAL WEATHER STRIPS 


SRNROW WETAL WEATHER STRIPS 














BRANCHES : . 

NEW YORK CHICAGO 
ECONOMY METAL WEATHERSTRIP CO. « HLA, 12-10-25 & 
283 Front Street 23 8. Jefferson Street : aaas Meaer Sireet, Chicage ‘ 
comeeones Only. 5 Send, without obligation, descriptive literature, sales plan, prices ' 
— : and your trade discount. = - 
i>” ET AAS RR es ae 8g DUC UN Sh 0000 0.0 Ree Reb hae cececs - 
—a Cleveland Stone Company prod- i a eRe ee lea woes : 
° . a a 
uct will do the work—do it well. | } 
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2. os 126-128 N. Curtis St. 


Nationally Advertised! 
BOLLER MOP WRINGERS 


~= “EZY-SQUEEZE” ’ Mop Squeezers 


Housewives, janitors and hotel cleaners are constantly on the 
look-out for labor saving devices. These people are quick to 
appreciate the help the above products give. Remember, no 
one likes to wring out a mop by hand—every one of your 
customers who buys a mop is a good mop wringer prospect. 


You can secure both of the above lines from the same jobber— 
This will save you a lot of time. Get in touch with him. 


PETER PjOLLER MACHINE WORKS 


Chicago, Il. 





No. 7 Challenge 














— 





ARMSTRONG’S 


Improved Nipple Holder 


No. 20 for No. 2 Stock 
Range %—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 





72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania 


Also makers of RICO Hard Cut Floor Nails, made to 
drive into hard wood without bending 








The right nipple is always on the job 
when you carry one of these tools. 


The’ Armstrong Mfg. Co. 
Bridgeport 
Conn. 

















Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an important 
part in the life of a garden hose. 


Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rustproof and of the highest quality 
material. They offer longer wearing features. When you sell hose 
sell Sherman Fittings. They cost no more. 


Sherman Hose Couplings. The best that Sherman Heavy Wrought Brass Clamps. 
can be made. Of fine appearance with The Genuine. Rus clear th . 


accurate machine cut threads and deep, oe ong ay = — pe md 
clean corrugations. Made in %—%—% satisfaction. There is a clamp*for every 


and % inch sizes. purpose and any size. 





The Hose Is Not Always to Blame! 





(rstmtet) HB, SHERMAN MFG. CO. - BATTLE CREEK, MICH. - 


oe arene mmm 
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770B Bicycle 10” ¥ al 
Rolls Ball Bearing satel ; 
171B Bicycle 11” § ‘6 99 
Rolls Ball as 
ed — ANCHOR BRAND 
a a CLOTHES WRINGERS __  sschoe 
go) ee oe a Have been true friends to housewives for over a BRAND 
generation. 
The satisfaction they give makes more sales and wins 
more friends. ween 
Stock ANCHOR BRAND WRINGERS and profit by 
this friendship. 
Best on Earth. Every One ainsi aieael LM. CO. 
IE. PA. 
Lovell Manufacturing Co. _ 
ERIE, PA. 
Largest Manufacturers of Clothes Wringers in the World. 
The 
sna DET. ZGIEINS S een al Original 
: = == > s 5 5G SN: 5 Se = 
es ‘Seater = ~ i ac ai 
Genuine. 
Safety 
wa Attachment 


“4 : ~~ “ —~ 
m5 BNC us uacseaceacuas 


= 
* Re - ae a oe 





Dietzgen Steel Tapes mean more woes 
and better sales to the Hardware 
dealer—because they are known and (Sweden) 
recognized the country over as the 


standard of quality. BLOW TORCHES 
They are absolutely accurate and will not and STOVES 


MAX SIEVERT 





kink or coil. They may be had in a num- 
ber of different styles and divisions. They Over 400 Types—The Best by Far 
are manufactured in 25, 50 and 100 foot , in 
lengths, strong leather or metallic cases, We also carry a ob eig Swedish Quality 
nickeled rust-proof fittings. _— 

Write for complete descriptive literature Order from your jobber to-day, or write. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


“MetiatePhns’™ 116 Broad S., N.Y. Gintins, Ride 


EUGENE DIETZGEN CO. 


Enduring worth at reasonable cost 


Chicago New York ] EN Philadelphia Washington 
New Orleans Pittsburgh —— Milwaukee Los Angeles 
San Francisco ast 1ee5 Factory at Chicago 

















ees Surveying 9 Mathematical Instruments & Materials, Measuring Tapes 


KLEIN¢g 


‘SZZCC LGST 












& Sons 





‘Mas CLIN 
Established 1857 
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TRADE 


HICAGO)~~ 


SPRING HINGES 
THE “RELAX” 


SPRING-ACTION 
RELEASE 


BALL-BEARING 


NOITSELESS - 








Type 6001 
RELAX Spring Pivot 
nge 


These important features of the “RELAX” account 
for its popularity for useon HOSPITALS, SCHOOLS, 
CHURCHES and RESIDENCES. 

The SPRING ACTION RELEASE permits the door 
to be placed open at any desired position without the use 
of a door holder. A NOISELESS HINGE is always 
desirable. 

Send for Catalogue H 39 


Chicago Spring Hinge Company, 
CHICAGG NEW YORK 





Keep Step With the Times 


This is an age of Specialization. 
Our Specialty is Ladders and 
Scaffolds. 






The day of the rickety 
Step Ladder is pass- 
ing. People demand ** 
“Safety-first’” now-a- 
days. We are building this safety 
into every 


Trade Mark 


SUPER-STRONG — | Patented 
STEP LADDER ma 


and combining it with lightness and_ strength. 








In all these ladders we use a Patented Steel Step Sup- 
port. This trusses the ladder sides where the strain 
comes and holds the ends of each step absolutely secure. 
Avoids grooving or slotting sides which adds 36% to 
strength over the old method. Our line includes Ladders 
for every Farm and Household purpose. Send for 
Catalog and Discounts. 


The Superior Ladder Company 
516 E.-Madison St. (Lincoln. Highway) 
GOSHEN, INDIANA 








Winter 
Service 


Cold weather again brings an 
other use for the Brookins 
Measure. It is just the thing serves a double purpose in 





for putting alcohol in radiators. winter. It adds new conven- 
The flexible metal hose and the _jence to radiator service as well 
handy thumb valve eliminate as crankcase service. By using 
all risk. of danger tc the finish jt in draining radiators, floors 
of the car. There is no spill and driveways can be kept 
ing, no splashing and no over clean, dry and free 


flow. from ice. You need 
See that you have at least two Brook- 
Brookins Measures for jns Portable Drain 









serving both alcohol Tanks. One for 
and oil. draining radiators 
The Brookings Port and one for crank 
able Drain Tank also _ case service. 


‘ 





THE BROOKINS MFG. CO. 
342 Xenia Ave. Dayton, Ohio Brookins 
















hi o — ee 
“ata STATION EQUIPMENT 

O_O 
see oP. 


Portable 
Drain Tank 











How Many Boat Owners 
In Your Town? 


Every one of them is a prospect for Jeffery’s 
Marine Glue. 


This glue has no equal for 
repairing leaky boats. Our slo- 
gan: Does your boat leak? has 
brought response from every 
part of the world. 

Our National advertising, 
dealer co-operation, circulariz- 
ing mailing lists in local terri- 
tory, booklets, etc., have brought 
business to thousands of dealers 
who find 


JEFFERY’S 
WATERPROOF MARINE GLUE 


a strong seller in the boating field. 

This glue is very elastic and covers well—one 
pound will waterproof about three square feet of 
canvas or about four square feet of muslin or cotton 
which proves its economy. 

We make Marine Glues and Cements for every 
purpose and stand squarely back of every product. 








L. W. FERDINAND & CO. 


150 Kneeland St. Boston, Mass. 











December 19, 1925 
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JIMMY-PROOF 


fok 


The LOCK 
of THE AGE 


Cannot be jim- 
mied, sawed or 
forced. Made in 
Rim and Mortise, 
Front and Store 
Door. 

Cylinder pattern. 


FRANCIS KEIL & SON, Ine. 
401-425 East 163rd St., New York, N.Y. 
Established 1876 


be KEIL 


The Improved air duct increases the heating 
capacity about 30 per cent in our 


WASHINGTON 
HOME FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 


Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one- 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively con- 
structed furnace row on the market. 


Gives the consumer an excellent value 
and the retailer a handsome profit. 


Write today for exclusive agency 
plan; your district may be open. 


Gray & Dudley Company 
NASHVILLE, TENN. 


“We melt more than 100, onday of 
Southern pig iron per 























“No—This is not 
a. Victrola” 


Patent No. 12494 
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RUBBER CHAIR TIPS. | 


iture Necessities ‘ 
of the House “ 
os Sen i hold }. 





MASS Yoursett 
ae Quention.«: 





Rubber Chair Tips 


of six different styles and sixteen dif- 
ferent sizes in a neat showcase display 
box. They prevent injury to the 
floors and muffle noise without leav- 
ing a mark. 

Our Catalogue shows our complete 
line of rubber specialties with prices. 
Send for it. 


Elastic Tip Co. 


370 Atlantic Ave. Boston 














Smaller Inventory 


More Profits— 


That’s what the new Heller 


book tells you—how you 
can use Heller service to make 
larger profits. No guess-work. 
No theory. Experience speaks— 
the experience gained by 34 
years in the hardware field. 








Carry less stock—put it out 
where it can sell itself—that’s 
what the Heller system will do 
for you. 











FREE! ! 


ten minutes—you won't get through thinking about 


You can read our new book in 


what it says in ten years. Practical! Helpful! ! 


Interesting! ! ! 


Write for a Heller System of Larger Profits.”’ It’s NEW! 
It’s FREE!! Write to-day!! Use coupon. 
W. C. 


HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 
20 Vesey St., New York City 


W. C. HELLER & CO., Montpelier, Ohio 29A 
pee 3 send the new book, “The Heller System of Larger 
ro 


Gre re Fee er ee 62 eoeewe rs 8 6.487 CP eeerePeeeweece eee eee aea@miwnen8#ee 66646483 4 

























SASH CORD 
PACKAGE 


makes short-length sales profitable. 
Order from Your Wholesaler. 
SILVER LAKE CO., Newtonville, Mass. 


Manufacturers of Solid Braided Cordage 
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TAPLIN 


Double Dasher Beaters 
Dover Egg Beaters 


NEW CAN OPENERS. 
STAINLESS STEEL AND 
OTHERS. Write today 


for particulars. 





Bey Sve 
# oy : me A be 


BED 
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A 





THE TAPLIN MFG. CO. 


New Britain, Conn. 











American Steel & Wire 


Chicago, New York, Bostoa 
Denver, Birmingham, Desllies 
U. 8. Steel Products Ce. 
Sen Francisco, Los Angeles. 
Portiand, Seattle 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special. 
Waukegan, Baker ‘ann Ellwood Junior, Lyman. 
NAILS, SPIKES ACKS, Hot Galv’d Nails. 
ZINC INSULATED AFENCES: American, Royal, Anthony 
National, U. S., Banner. Steel Gate 
BANNER (formerly A Arrow) STEEL ‘POSTS. 
CONCRETE REIN CEMENT 
BALE TIES: Old wolable brands. 
TELEPHONE WIRE. 
WIRE for every purpose. 
Quick Delivery. Write us for selling plans. 














WHITCO 


for 


Transoms 








(Casements 





A, -h, — asane — 
en Prenciecs VINCENT WHITNEY (OMPANY are 

















Why not let us help you 
increase your sales and profits? 


Silverlite 
Spec’al 
each .79 





Po 


lychrome Finish Ash Tray 

Our Price without Watch $1.25 

Our Price with Watch 2.35 

If you want to increase your profits write for our 296 page catalog illustrating 
hundreds ef bargains in clocks, cutlery, silverware, etc. 


Y 
Manufacturers—Distributore— Wholesale. 


Dept. HA, 223-225 West Madison St Chicage, Illinois 























SAFE 


time and experience. 


We manufacture various 
brands of fuse, amon 
which you should fin 
| one adaptable for your 


work. 


Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 


C2 


nati Ce) LOOKS 


ll hi in 


GIFFORD-WOOD CO. 

Ll 7 Hill St., Hudson, N. ¥. 
New York Chicage Beosten me 
i i. 


aN Mi ern hi Mh 
Nest 4 


CUSHION TIRE 
DERS 


G-W 7 Ice To Tool Tools. 


























bsg Made in all types for scr a harvest- 



































The Easign-Bickferd Co. Simsbury, Coun. U. & A. 


























510 rere 


Exar | Write for price list and discount ate 
0 provide adequate storage facilities for 


—— shelf stock—to make it accessible and ¢on 

. venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole- 

sale or retail trade — inéta on fee Ot mae 
MYERS NOISELESS C 






Deep tread steps, f wowed ea 
ull hand tires, 
" overhead track system, firm construction t 
eliminate vibration and noise and ieee a ladder 
w * of ample strength for safety, convenience and : 
f efficiency fished any helt — a () 
A finished — —an — ie 


On request. 
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December 10, 1925 HARDWARE AGE 109 
| 2a Saba 


hate Snarpener” 








; ERGHMAN 
ge ate Grindin 


A Machine 
The Berghman 
Skate Grinding Machine “The Line That K eeps Moving” 





Now is the time to display is designed for shop use. Standard outfit 
and sell holiday merchandise. includes a % H. P. two-year guaranteed It takes steam to make an engine ‘‘Go”’ and it takes more than good 
BERGHMAN SKATE SHARP- motor mounted on a steel table and algo a materials to keep tools moving. 

retail for $1.00 and jig for holding all styles of skates. On the We've built ‘‘Go’’ as well as Quality into the complete line of ‘‘Threadwell’”’ 
make an ideal Christmas gift. ee of Fp wer ms ey a, for = Tools. Get the Catalog. ’ 

ng a onthe rig s an 8” alundum ' 
a good profit. Adjustable to wheel. Write for price specifying voltage The THREADWELL TOOL CO., Greenfield, Mass. 
any skate. KED NE and kind of current. ces: 
DOZEN IN DISIF*LAY BOX. New York City Philadelphis __ Chicago Cleveland San Francisco 
Order at once. BERGHMAN COMPANY 396 Broadway 809 — 400 Bt aaa — St. ‘iw 604 Mission St. 
. . ve. + 








5427 Fulton St. Chicago, Il. 











Key Cutting Is Profitable 
For Hardware Dealers Who Use 
A Segal Rectifying 
Key-Cutter 


The Segal cuts all makes of flat as well as 
cylinder or paracentric keys and cuts an 


Satisfied 


AN 
AS 





GZ Customers accurate key in less than a minute. 

tj Profitable It is a profitable addition to your store 
LZ. Sales equipment. Write for details. 

CH . : _ | SEGAL LOCK and HARDWARE CO., Inc. 
Whe Russell Jennin ~ Mfg. Co, 155-161 Leonard St. New York, N. Y. 
ZX | Chester, onn. 219132 Philadelphia soston Cleveland Detroit Chicago Los Angeles 





f 














Give them PHENIX QUALITY 
In Screen and Storm Sash 
Hangers and Fasteners 
Phenix Storm Sash Hangers and 


Fasteners are simplest, handiest, eas- 


iest applied, most Big : EC 


efficient--that’swhy 
ee 







ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a tented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
i deep, perfectly-formed socket-holes—no chips in 

the bottom. The entire length of the A N is 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Ca 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 






they sell best. New 
improvements put 
them in a class 
of theirown. Write 
to-day for Catalog 
showing full 
Phenix line. 
Samples free. 


‘5 











Sold by all leading 











jobbers. ce Write for catalogue and sales proposition. 
No. 115 Fastener 
PHENIX MFG. CO., 032 Center St, Milwaukee, Wis. The ALLEN MFG. CO.tiartForb, Conn: 























Osborne High Grade Punches 





Just as good as a 
“Torrid” may be 


used as a reason Belt Punches Arch Punches 
for not supplying Spring Punches Revolving Punches 


n n 6 z 
aed” b es os Tor A varied and attractive line for the Hardware Trade. Also: Leather 
rl ut it pr oves Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
genuine “Tor- quality. ‘ ; - 
id’? tari The above tools will please your customers, as well as our famous Rou 
rid’s” superiority. ae oe . 


- 


' Remem 99 years of successful manufactuting experience, 
GEO. W. DIENER employ — nities workmen ‘and use the finest quality of materials in 
i i MFG. : making our products, — 
. ss te 2 CHICAGO We stand back of every tool we make. Try us. Write for Catalog 
© HICAGGMTEE Makers of Fine Blow |. and Prices. 
i Torches and Fire Pots | ©. 8S. OSBORNE & CO., NEWARK, N; J. 
ESTABLISHED 1826 


> at 











Benet 
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MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. . 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 















Called for by Name and Number 
: ‘Detroit No. 2”’ 


This high quality torch has 
earned a reputation for depend- 
ability and service—in service. It 
is popularly known among its 
users as THE DETROIT NO. 2, 
THE BEST TORCH. 

Patented burner generates high 
degree of heat, producing solid 
blue flame. 

One quart capacity. Furnished 
by all leading Jobbers. Write for 
our catalog “H.” 


Detroit Torch & Mfg. Co., Detroit, Mich. 


New York Office: 45 Warren St.; Canadian Rep. George P. Fraser. 39 
Tyndale, Toronto; Kettmann & Ten Eyck Sales Co., 2131 E. 9th’ St., 
Los Angeles, Calif. 





Giiitill 
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Confidence in Efanpion, Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


CONSOLIDATED ELECTRIC 
LAMP CO. 







DanVers, Mass. 


‘*Licensed under the General Electric 
Company’s Incandescent Lamp patents.’’ 





Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 

B Write for prices. 


and eau Spargo Wire Co., Rome, N. Y. 




















Meet every ‘‘call”’ 


Taste in percolators varies—but the 
Rome complete line meets them all. 
And meeting the “‘call’’ means profit. 
able turnover. 


Write— (OA 
‘ROME ) 
ROME MFG. CO. aan 


Factories and Offices, Rome, WN. Y. 


















Know Them by the Blue Handle 

















Q. Lindemann & Co. 


Manufacturers of 


CTY 


Nl 


m9 =©6©6©>CAGES 














THE WONDERFUL NEW BRUSH- 


OSBORN MANUFACTURING CO. Cleveland, O. 
ING LACQUER. Dries in less than 
one-half hour. 


Ca we Write for details today ! 


HOUSEHOLD THE GLIDDEN COMPANY 
National Headquarters 
LACQUEROID . wna a 
























Guaranteed to last a lifetime! 
& heavy weig’* line. A complete 
ne. 


ALUMINUM PRODUCTS COMPANY 


LA GRANGE, ILLINOIS 





Donley Screen Door Guards 


Prevent bulging and ing. 
Add to the life of the door. Five 
sizes to fit any door. Retails at 
75 cents and $1.00. 


The Donley Manufacturing Co. 
10585 Quincy Ave., Cleveland, Ohio 

























Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


onwemns DL). Landreth Seed Co., Bristol, Pa. 




























' a « 
Diair Mite ( “ 


“che Fragrance of Flowers— Not the Odor of Oils.” 





Bouquet-Brownson Co. Ine. 








Heimerdinger Improved Grass Shears 


As good as_ grass 
shears can be made. Fa 
Cuts grass with a min- 
imum of effort. 

It sells the same way. 

W. C. HEIMERDINGER CO.. 114 W. Market St., Louisville, Ky. 
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Handy Craft 
The New Steel Building 
Toy for Boys 
Retails for 75 Cents 
THE HART & COOLEY CO., New Britain, Conn. 
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Iron Fence, Gates 
Lawn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
WIRE FENCE 
Ask for Catalog . 

















DOOM iota 
IM | 


: THE STEWART IRON WORKS CO., Inc., 225 Stewart Bleck, Cincinnati, 











Robertson “Horse Shoe Magnet” Hammers 






Permanent magnet which holds - ‘oom 
the tack in position for driv- “@ aan 
Awarded the Silver Medal ae 


ing. 

(the highest offered) at the Panama-Pacific Ex ition. 

Good profit. Write for price lst. wad 
‘eme aud design trede marks registered U. 8. Pat. Off. 


ARTHUR R ROBERTSON 94 Portland St., Boston, Mass. 








“Sandy Andy 29 Toys and 


Games 


are popular Hardware Store Items. Write for Catalog 
No. 3 and see the complete line. 


WOLVERINE SUPPLY & MFG. CO. 
Factory at Pittsburgh, Pa. 
New York Office: 200 Fifth Avenue. 











In yh. j iy IY iS a 


“Chrome Volybdlenam unuive 
All that the name implies. 
J. H. WILLIAMS & Co. 
“The Wrench People’’ 
BUFFALO 








New York Chicago 











HACK “J NOX” saws 
QUALITY fe cm | oe SERVICE 


UNIFORMITY DISTINCTION 
“The Toots in Lhe Paid Bor” 


AMERICAN SAW & MFG. CO. SPRINGFIELD.MASS.. FE 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


ee 


STRATTO 
HANDLES 


For Small Tools, Utensils, Electrical Geods, Etc. 
Enameling, both h baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 














Better Machine Screws 
for the Hardware Trade 


HARVEY HUBBELL, INC., Bridgeport, Conn. 





BOLT 
“VICTOR” cupper 


Send for Catalog 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 











CRECOITE 


Tools You Can Sell 
With Confidence 


Write for Catalog H 


Marion Tool Works, Inc. 


Marion, Indiana 






No. 112 
Camp Axe 








Makers of Every 
SINR Kind of Serve 
Nut and_ Bolt. 


The Corbin Screw Corporation 
The Americon Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 




















MIR) Ex by —,, 
PRODUCTS 
GABRIEL STEEL COMPANY 


BELLEVUE AVE. DETROIT, MICH. 











CALDWELL SASH BALANCES 
95 CALDWELL MFG. CO. N. Y.” 








THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 








BROW N oS SH. ARPE TOOLS 


Y Years There Has Been No 


Brown & Sh ry () urarlity 
all fool Catalog No oy, 
pat OWN & SHARP! NAEC:. G4) 





THERE IS ONLY ONE 
‘GoLp MEDAL 2247. 


FOR 33 YEARS THE RECOGNIZED STANDARD 


ORDER EARLY. COLO MEDAL CAMP FURNITURE MFG. CO., RACINE, WIS. 
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Classified Opportunities 
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BUSINESS OPPORTUNITIES 





—_— 


Inc., 161 Ogden Street, Newark, 
100, 000 square feet, 14 mesh galvanized screen cloth, 


Foster Screen Co., 
in the afternoon, 
original packages, widths 30” to 44” 
piece, adjustable window screens, sizes 22”, 26”, 28”, 30°’ and 32’’, 
one dozen in carton; also small quantity bronze screen cloth. 





D. GROSMAN, Receiver, The Foster Screen Co., Inc., 776 Broad Street, 
Newark, is De 

FOR SALE—G ENERAL HARDWARE STORE located in a good 
farming and manufacturing town of 10,000 in South Jersey; with large 


surrounding community. Best and largest store in town, size 40 x 240 ft. 
selling $75,000 a year and making money. Owner must ‘sell on account of 
health and other business connections. Will sell building or lease all or 
part. Inventory about $15,000. It will pay you to see it. Write for 
particulars. Address Box G-871, care of Harpware Ace, New York. 


RE MARKABL E ‘OPPORTU NITY—FOR COMPANY CONSIDERING 
expansion, Ohio storage, distributing point, new factory location. are- 
house, Zoar Flour Mill Building, Zoar, Ohio. Four stories, fifty,by seventy 
with annex. Railroad siding. 6500 Volt New Electric line passes property, 
in good shape. Good road. Stand strictest inspection. Stop paying high 
rents; plenty labor available. Owners will assist operation. R.E. & H. G. 
STONE, Zoarville, Ohio. 


FOR SALE—GENERAL HARDWARE, paints, housefurnishings and 
furniture; also fully equipped sheet metal shop, in a good growing town 
in State of Washington. Population, 2,000; pee surrounding country 
to draw from. Stock and tools inventory at $12,0 Also will sell one- 
story concrete building and property 40 x 120. Address Box G-832, care 
of Harpware Ace, New York. 


FOR SALE—RETAIL AND WHOLESALE hardware business estab- 
lished and maintained by present owner for 30 years in a thriving New 
England city, trading population over 300,000. Exceptional opportunity 
to purchase an up-to-date going concern at a low figure. Address Box 
G-862, care of Harpware Ace, New York. 











SALES PROMOTION SERVICE—New stores completely arranged. 
Old stores brought up to date. Samples mounted. Retail advertising pre- 








pared. Special sales promoted and directed. Inventories taken. Stock 
appraised. M. M. GODSCHALK, 9070 206th St, Bellaire, L. I. Phone 
Hollis 0725 

WHITE ENAMELING—WE SOLICIT CONTRACTS ffor white 


enameling articles on quantity basis. Beautiful china-white finish obtained 
by our special process. Address _Department H, E. H. TITCHENER & 
se anufacturers of “Bathwhite Fixtures,” Binghamton, New 
or 


FOR SALE—GENERAL HARDWARE STORE, 








‘includi ng shoe and 


harness repair. Located in town of one thousand, in one of the best 
counties in Central Indiana. Established thirty-five years. Stock and 
building. ROTHENBERGER & MILLER, REC. ox 155, Mulberry, 


Indiana. 


FOR SALE—HARDWARE STORE IN Northern South Dakota, 
located on the Yellow Stone Trail, Chicago, Milwaukee and St. Paul 
Railroad, in good farming community. No competition. Business is_mak- 
ing money, but for good reasons owner desires to sell. Address Box G-868, 
care of HAarpware Acer, New York. 


FOR SALE—PARTNERSHIP IN GENERAL HARDWARE and 
Plumbing business, central part New York State. Store established 25 
Annual average business $27,000. Good oppor- 








years; only one in town. ) 
tunity for someone to start in the hardware game. $2,300 cash required. 
Address Box G-876, care of HARDWARE Ace, New York. 








FOR SALE—48 FT. WARREN GLASS front drawer builders bard- 
ware cabinets. 40 ft. Warren open adjustable shelving. All complete 
= wae bases to match. Address Box G-872, care of Harpware Ace, New 
York. 


FOR SALE—HAVE LEASE ON BUILDING, location best in town, 
stock and fixtures invoice about $25,000; in a good oil town 20,000 popula- 
tion; lots of building in sight. Address Box G-877, care of HarDWARE 
Ace, New York. 


PATENT RIGHTS AND MACHINERY for shears and scissors manu- 
facture. The patent improves the appearance and cuts labor in half, no 











RECEIVER WILL SELL ON DECEMBER 15, 1925, at plant of the | 
N. J. at 2:00 o'clock 

in 
; about 25 ,000 Foster metal frame, one- 














tt 


heated metal required, a complete cold steel operation from beginning to | 


end. Address Box G-855, care of Harpware Ace, New York. 





HELP WANTED 


HIGH CLASS MERCHANDISING 
retail hardware store of well established growing concern. 
$750,000, including other departments. 
with vision and foresight of constantly developing this department in a grow- 
ing community. State references, experience and salary desired. 
Box G-847, care of Harpware Acre, New York. 





MAN fully capable of managing 
Sales over 











WANTED—YOUNG 
age, with knowledge of hardware business and known to wholesale trade in 
Alabama, Tennessee, Georgia, Louisiana, Mississippi and Florida to repre- 
sent established sales organization. Address, giving experience and refer- 
ence, Box G-858, care of Harpware Ace, New York. 





Attractive salary to right man | 


Address 


MAN, NOT OVER THIRTY-FIVE years of | 


YOUNG MAN WHO CAN WRITE COPY, particularly catalog copy and | 


understands printings and engravings, 
of the hardware business, gained with cither a hardware jobber or retailer 
is wanted by leading hardware publication. Address Box G-879, 
Harpware Ace, New York. 


besides having extended knowledge | 


care of | 





HELP WANTED 


SHIPPING CLERK WANTED—Man experienced in the hardware job- 
bing business wanted by New York jobber. Good ge» ya for the right 
man. Underhill, Clinch & Co., 84 White Street, New York, N. Y. 


HUSTLING SALESMEN wanted to sell on liberal commission basis 
our popula line of labor saving Magic Weeder Hoes to hardware trade. 
REICHARD MFG. CO., Bangor, Pa. 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of HarpwAre Acz, New York. : 


UNDERHILL, CLINCH & CO., 84 White St., New York, require the 
services of an experienced salesman for Boroughs of Manhattan and Brook- 
lyn, and Northern New Jersey. Good opportunity for aggressive man, 





























WANTED—EXPERIENCED WHOLESALE HARDWARE SALES. 
MEN to cover near-by territory. Call SICKELS-LODER CO., 56 and 58 
Murray Street, New York City. 


SPECIALIZING SALESMAN WHO CAN ORGANIZE or promote 
sales organization. SUPERIOR EXERCISER is easily sold with movie- 
graph demonstration, and half size aluminum made model. Commission 
50%. Send for leaflet. THE SUPERIOR EXERCISER COMPANY, 
Dept. A., Marietta, Ohio. 


SALESMAN WANTED, WITH CAR PREFERRED, for the_ retail 
hardware and department store trade in [Illinois and Indiana. Salary. 
Offers excellent future for ambitious, single young man, willing to start 
on moderate salary with growing concern manufacturing popular line of 
housewares. Address Box G-875, care of Harpware Ace, New York. 


WANTED—LIVE WIRE SALESMEN to sell Felt-Base Oil-Cloth_and 
rugs, to the hardware and housefurnishing stores. Good commission. Easy 
money. Address Box G-870, care of HarpwAre Ace, New York. 


POSITIONS WANTED 


MERCHANDISE EXECUTIVE DESIRES TO CHECK HIS OPPOR. 
TUNITIES. SUCCESSFUL FIFTEEN YEAR RECORD, MERCHAN- 
DISING SPORTING GOODS, CUTLERY, ELECTRICAL GOODS AND 

DIO FOR ONE OF THE COUNTRY’ S LARGEST MERCHANDIS. 
ING INSTITUTIONS WITH WHOM STILL EMPLOYED. AC 
EXTENSIVE TRAINING IN . 
GENTILE; MAR 

















QUAINTED FACTORY SOURCES; 
ADVERTISING AND MANAGEMENT. AGE 338; 

— Appress Box 7142-A, carE or HarpDWARE Ace, 
HICAGO. 


EMPLOYMENT WANTED. YOUNG MAN, with excellent knowledge 
of builders hardware, has done estimating from plans and specifications. 
Also has good knowledge of gencral hardware. Presently employed. Would 
like to make connection with hardware firm in or near New Jersey by 
January. Can furnish good references as to character and ability. Address 
Box G-865, care of Harpware Ace, New York. 


EXPERIENCED HARDWARE MAN, with twenty-three years’ experi- 
ence in retail hardware business in the East, familiar with mill supply and 
general hardware trade, available on short notice. For past nine years has 
pa — position. Address Box G-863, care of Harpware Acz, 
New Yor 


MR. MANUFACTURER: ARE YOU IN NEED of a first class sales- 
man for ,the city of Detroit? Either on a salary or commission basis. 
Several years’ experience selling the retail hardware trade, jobbers and 
manufacturers. Only well rated firm with established line considered. 
Address Box G-873, care of HArpware Acs, New York. 


HIGH GRADE SALESMAN WHO HAS sold_ cutlery, tools and 
builders’ hardware to jobbing and retail trade in the New England States 
for the past five years, wishes to connect with reputable manufacturer. 
A-1 references; age 28: good education. Address Box G-874, care of 
Harpware Ace, New York. 


MANAGER, SALES OR BRANCH—Young married man with fifteen 
years’ experience, successful sales and management record, wishes position 
January 1 as sales or branch manager with jobber or manufacturer. Best 
of references. Address Box G-860, care of HarpwAre Acg, New York. 


SALESMAN WITH SIX YEARS’ EXPERIENCE calling on wholesale 
and retail hardware and drug trade, is desirous of making connection with 
manufacturer or distributor. Best of references as to character and ability. 
Address Box G-861, care of Harpware Acr, New York. 


OTIs BUILDING, 























POSITION WANTED—YOUNG MAN 24 years of age with seven 
years’ experience in retail builders’ hardware field, desires position with 
a builders’ hardware manufacturer. Address Box G-841, care of Harp- 
ware Ace, New York. 





SALES ACCOUNTS WANTED 








) Manufacturers with “ Established 


hardware line can obtain competent aggressive representa- 
tion in Metropolitan District. Experienced salesman with 
15 years’ record of sales production can handle one or two 
additional lines. References exchanged. Address Box | 
G-850, care of HARDWARE Aare, New York. 
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Classified Opportunities 


SALES ACCOUNTS WANTED SALES ACCOUNTS WANTED 

















. ss oman ! How Does California Look on Your Sales Map? 
Southern Repr esentation ) Do cai tse eee sin = acy nena perigee : 


represent customers on your map of California? Put my energy and )}) 




















{ 

{ 

( , ove 

{ If en desire pe sper yr Pres Southern and South- ) ability to work for you. Am looking for reputable lines of House- 

oe a States south of Ohio iver, and have a standard hold Utensils or Specialties to be sold direct to the retail trade. ) 

, Ine e goods to sell to the Wholesale Hardware, Drug Territory desired: San Francisco Bay District, Central or Northern | 

() and Notion trade, large retail hardware dealers and de- California, Address Box G-869, care of Hanpware Ar, New York. | 

{{ partment stores, you have an opportunity of making ar- ~_ 

rangements with one of the most successful established | 

\ firms who personally solicits this line of trade three to TO MANUFACTURERS—HARDWARE MANUFACTURER WILL 
four times a year. We strictly limit our lines, but have | HL pe BE E OMIURETION Wiin aS FO ore tin af 
oye to = one more to our list. Members of the PARTIAL OR ENTIRE OUTPUT OF MANUFACTURERS OF TOOL, 

— HARDWARE OR HOUSE FURNISHING ITEMS. WRITE FULL 

) Address Box G-878, DETAILS. ADDRESS BOX G-867, CARE OF HARDWARE AGE, 

} Care of HARDWARE AGE, New York 7 a0 

{ diiues = REPRESENTATIVE HANDLING THE LINE of a well known 





=~ manufacturer with an established trade among the Hardware and Wooden- 
ware jobbers, department stores, hotel and janitor supply houses in the 
SALESMAN WITH OFFICE DOWNTOWN, New York City well Metropolitan District, including Newark, N. J., desires to secure one 
acquainted wholesale and retail hardware and allied lines wishes fo reor additional line on a commission basis. References furnished. Address 
sent manufacturer in Metropolitan territory (New York City, B oa, Box G-844, care of Harpwarg Acs, New York. 

Long Island, Newark, Jersey City, Paterson and adjacent territory. } 
Having sales force and office, I can offer you excellent representation and 


a New York office. Write stating outline of your proposition. E.U.W., SALES REPRESENTATIVES WANTED 


Room 201, 53 Park Place, New York. 


SALES ACCOUNT WANTED—MANUFACTURERS’ REPRESEN- WANTED—LIVE WIRE SIDE-LINE SALESMAN who will work 
TATIVE with New York office and established trade calling upon whole- calling on _ retail hardware trade, to represent large clock house, also 
sale hardware, housefurnishing, automobile, radio, exporters and 5 and 10 Ingersoll Watches, on strictly commission basis for Southern States and 
cent store syndicates, desires correspondence from reliable manufacturer | others. Name territory traveling in. High grade reference required as 
of hardware or kindred lines on commission basis for New York City to sales ability, character and experience. cy ve full particulars in first 





























territory. Address Box G-842, care of Harpware Acg, New York. letter. INTERNATIONAL CLOCK & WATCH CO., 93 Federal St., 
ESTABLISHED MANUFACTURERS’ REPRESENTATIVE desires | ~°t0™ Mass. 

an additional hi grade line I ee 4 the hardware jobbing and large MANUFACTURERS’ AGENTS WANTED TO REPRESENT us 

retail trade in the States of Missouri, Kansas, Nebraska, Colorado, Iowa, throughout the United States. We manufacture a line of Patented Plaster 


Dakotas and idianessta. Am well established and acquainted in this terri- Tools, Planes, Brass Goods. A real opportunity for the right men. Repl 
tory, having covered it re —- for a number of years. Address Box with full details of territory and lines now handled, also references. Rd 
G-837, care of Harpware ew York. FINE MFG. COMPANY, Frankford Ave. and Ann St., Philadelphia, Pa. 














the all ’round Sharpener! 


Knife, * scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 








Welding Compound is best by every 
test. akes welding of any ou on 
easy as Iron. St it and ieenanat 









izard seller—l iced and good profit 
: inaben. "Send ge our pret ony offer! your sales. 
DAZEY (CHURN & Made only by 
4301 Warne Ave. ANnTI-Borax Compounp Co. 
St. Louis, Mo. Fort Wayne, Ind. 





























The Improved 
eg ye Ice Creeper 
» Molasses an 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse ne 


shoe. 
shoe or overshoe. No. 1 fits cuban 
heels. Retail at 50 cents per pair. 
ORDER FROM YOUR JOBBER 


Charchill Mfg. Co., Inc., 287 Thorndike St., Lowell, Mass. American Can Company 











Syracuse, , York 


J. L. THOMPSON MFG. CO. ) | 
Bull Dog-Grip” Waltham, Mass. — SCYTHES 


U. Ss. Cl Reg ges oe lier. V Tubular and Bifurcated Scythes since 1812, Axes since 1800 
° De othes oe ontpe . Ve. wa 
oa Bloc =RIivVETS— | |SEXPORD =>... 


P 
1015 Union Bank Bldg., Pittsburgh, Pa. 


























“They Have a 





























Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 
5850 Germantown Ave. 
Philadelphia, Pa. 


If it’s the best tool you can sell 


For Working Stone asniaaamne 
it’s ours Write for our catalog 
Trow & Holden Co., Barre, Vt. Energy Elevator Co. 


Send for catalogue 211 New St. Philade!phia| 


CRAYONS| 


FOR EVERY PURPOSD 


STANDARD “Sinvers, Masses. 
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INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care wil] be taken to index correctly. 


No allowance will be made for errors or failure to insert. 








1925 






























Acme Shear Co. 
EE, pnccc con neseeneenenenets 
Aluminum Products Co. 
American Can Co. 

American Chain Co. 
American Cutter Co. 
American Gas Machine Co. 
American National Co. 
American Saw & Mfg. Co. 
American Screw Co. 
American Shearer Mfg. Co. ............ 
American Steel & Wire Co. 
American Window Glass Co. 
American Wire Fabrics Corp. ......... 
Anti-Borax Compound Co. 
Apex Electric Mfg. Co. 
Armstrong Mfg. Co. 
Atkins & Co., E. C. 
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Bemis & Call Co. 
Berghman Co. 
Birtman Electric Co. 
Blair Mfg. Co. 
Boller Machine Wks., Peter 
Bouquet-Brownson Co. 
Brookins Mfg. Co. 
Brown & Sharpe Mfg. Co. 
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Caldwell Mfg. Co. 
Chicago Spring Hinge Co. 
Churchill Mfg. Co. 
Cleveland Stone Co., The 
Climax Cleaner Mfg. Co. 
Coes Wrench Co. 
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Consolidated Electric Lamp Co. 
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Dazey Churn & Mfg. Co. .............. 

De Laval Separator Co. ............... 

ee Ga ED cache tanecdosencsdt 

Detroit Torch & Mfg. Co. .............. 





eee ee Gin GRO We ccc cccccccces 
Dietzgen Co., Eugene 
Disston & Sons, Inc., Henry 
Dixon Crucible Co., Joseph 
Donley Mfg. Co., The 
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Economy Metal Weatherstrip Co. ....... 
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Ensign Bickford Co. 
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Fowler & Union Horsenail Co. .......... 
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Gaylord Mfg. Co. 
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Se ee SE ke ccccsccecceteusidus 18 
PY | «cnt neds cnneeee 0 Sees 108 
Gillette Safety Razor Co. ............... 86 
as Do bbbcedvcceesaseeesosce 110 
ni ce eeu n ns benno aeons 16 
Gold Medal Camp Furniture Co. ........ 111 
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i, cKecincnd ep ecoeneneseeete 108 
Hammell, Riglander & Co. .............. 95 
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Jamesville Pre@ucts Co. ...cccccccccscces 15 
Jennings Mfg. Co., Russell ............. 109 
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Keil & Son, Inc., Francis ............... 107 
PE GS. 6. wb 46 05sec cuverseet twee 105 
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McKinney Manufacturing Co. ............ 36 
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Milbradt Manufacturing Co. ............ 110 
Milwaukee Brush Mfg. Co. ............. 102 
Murphy’s Sons Co., Robert ............. 90 
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Vichek Tool Co., The 
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Walden-Worcester Co., Inc. 
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Progressive Manufacturing Co. ......... 95 
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Reading Hardware Co. ............000e8- 83 
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Remington Arms Co., Imc. ............-- 116 
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Rixford Manufacturing Co. ............. 113 
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Syracuse Stamping Co., The ............ 113 






EE ee ere ree 108 
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White Mountain Freezer Co., Inc. ....... 77 
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Wickwire Spencer Steel Co. ............. 1 
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Winslow Skate Mfg. Co., Samuel ........ 18 
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Worthington Co., George ................ 23 
Wright Steel & Wire Co., G. F. ......... 93 
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Put More Tools in Santa’s Bag! 


Saws, braces and bits—all of the other handy tools for 
the home workshop—and Snap-On Wrenches, which 
every car owner needs to properly take care of his car. 
Tools right out of your regular stock—why not? 


There’s nothing especially “Christmasy” about ties, 
shirts and handkerchiefs, but by attractive displays and 
advertising, the drygoods man stuffs Santa Claus’ bag 
bulging full with them every Christmas. Why not fea- 
ture your tools just as strongly? 

Whether a man lives in a city apartment, on a farm or 
in a small town home, if he owns a car, a set of Snap-On 
Wrenches will put real meaning into the “Merry Christ- 
mas” greeting for him. We are furnishing Snap-On 
Dealers with a lot of advertising material to attract 
Christmas shoppers. 


If you are not now handling Snap-On Wrenches, write 
for the facts about this exceptionally profitable line. 


Snap-On Wrench Co., Manufacturers, Milwaukee 
Motor Tool Specialty Co. 
Sole Distributors, 14 E. Jackson Blvd., Chicago 


Distributing Branches in 17 Principal Jobbing Centers 
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This is a typical car owner set in a handy 
metal box. 











INTERCHANGEABLE 


Socket Wrenches 


The correct Snap-On Set for each car is listed in 
this book. The dealer has no permanent investment 
in ready-made wrench sets that don’t sell. He makes 
up to order only the sets that do sell, and secures a 
steady turnover of his complete stock. 
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the Shells that Sell! 
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PROTECT your profits—simplify your line. 


Concentrate on Remington Game Loads and 
Remington Trap Loads. Long runs at the traps 
and long shots and clean kills on game, have made 
them the favorite loads for all kinds of shotgun 
shooting. 


During 1925, eighteen state trapshooting champion- 
ships were won with Remington Trap Loads. Mr. 
Steve Crothers broke 486 consecutive targets with 
Remington Trap Loads, establishing the long run 
world’s record for one day’s shooting. This remark- 
able performance is conclusive proof of the value of 
shooting shells scientifically loaded to Remington’s 
uniform standard of velocity, pattern and penetra’ 
tion with moderate recoil. 


Best at traps—best at game. 


For record breaking sales feature record breaking 
shells. 


Remington Arms Company, Inc. 
25 Broadway mee 1816 NewYork City 


| Remi ington, 


Game Loads 
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Ammunition Shotguns Game Loads 
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Cutlery Cash Registers 
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